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With Which is Combined 
GOoD HARDWARE 





Model 29 Automatic 
Se Pabeter —— Model 99-6 
Magazine Re- 12 and 16 Ga. Sars : 
Model -4 peating Rifle. Rateci Big Game Rifle 
.22 Repeating Retail . 250 122 Hi-Power **Sporter” 
ifle. Retail a + 4@° .250-3000 
oo Sane Sep ease » 30-30;.303 and Repeating Rifle 
Model 33 Ss | pod _—— 300. Retail Model 23-D 
22 Single Shot _ sme gos Designed es- 
Rifle Hetail » oD 43° » pecially for .22 
; Hornet. Retail 
§ ™ 35 


*% $33.42 
A 


“Sporter”’ 
Repeating 
Rifles 
Model 23-AA 
.22 Short, Long 
and Long Rifle. 
Retail 


Sep epee 
Pie SB 
Model 23-B .25-20 

Retail 
‘ >= 
bl ms $ = oD 


Model 23-C .32-20 
Retail 


538 q-> 












, HANDLING TOO MANY 
‘*  BRUSH LINES? 


wre sound reason is there for handling several lines when 
the Osborn line gives you all the action you need to land 
the business? 


Alert hardware dealers have learned that one dollar . . . actively 
at work in Osborn Brushes . . . is vastly more profitable than 
several dollars tied up in slow-moving stock. 


These dealers know their primary job is SELLING . . . not buying. 
So they concentrate their buying in the Osborn line and SELL 
MORE BRUSHES! 


Ask your jobber to supply you with Osborn Brushes. If he can't, 


write us. 
Twe OSBORN MANUFACTURING COMPANY ( 
5401 Hamilton Avenue - Cleveland, Ohio 
Sales Offices: New York, Detroit, Chicago, San Francisco \ 


CONCENTRATE ON 
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PROTECT YOUR PROFITS 
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An attractive new MERCHANDISER 


TO HELP YOU SELL MORE 


YALE PADLOCKS 


Every hardware merchant should have 
and display this attractive and effective 
new selling device, for it contains five 
of the most popular and best selling 
YALE Padlocks, priced to retail at 
from 25 cents to $1.25. 


The padlocks shown, starting at the 
top, are: 


No. 753—pin tumbler, stainless steel 
case . . . $1.25 retail. 


No. 773—pin tumber, solid brass 
case . . . $1.00 retail. 


No. 783—pin tumbler, heavy chrom- 
ium plated case, 75¢ retail. 


No. 627—pin tumbler, gray lacquer 
finish . . . 50¢ retail. 


No. 603—dise tumbler, an excep- 
tional value . 25¢ retail. 


The new MERCHANDISER is 18 inches 
high and 4% wide, % inch thick, and it is 
finished in bright orange lacquer. Price 
tags are shown at the left of each padlock. 
As usual, there is no charge for mounting. 


New 
YALE PADLOCK 
MERCHANDISER 
No. OH311 


Get one of these new selling devices 
and put it right to work for you 























THE YALE & TOWNE MFG. CoO. 
STAMFORD, CONN., U.S.A. 
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YOU CAN SELL 


This Better Linseed Oil 


Ata PROFIT 


IMPROVED 
| BOILED 


an INEDIBLE 








LINSEED oll q 


SPENCER KELLOGG & SONS. INC 








@ YOU can and should make money selling 
linseed oil... providing you give a value that 
deserves it. 


The greatest linseed oil value for outside 
painting is Kellogg’s Improved Boiled ...now 
sold in 5-gallon Sealed Containers for your 
convenience and the painter’s protection. 


Kellogg’s Improved Boiled is the world’s 
fastest selling special linseed oil, nearly two 
million barrels having been sold. Hundreds of 
painters sample it yearly, like its quality, use it 
regularly instead of raw oil and artificial driers. 


Why not cash in on this preference . . . this 
increasing demand for Kellogg’s Improved 
Boiled Linseed Oil? It doesn’t have to be sold 
in price competition with cheap raw linseed 
oils or inferior “boiled” oils. Dealers the 
country over are proving that it can be mer- 
chandised as a superior specialty ... at a price 
that returns a fair margin of profit. 


It isn’t too late to make your linseed oil 
business show a good profit for 1934. Stock 
Kellogg’s Improved Boiled Linseed Oil in 5- 
Gallon Sealed Pails now. Offer it for sale at a 
price high enough to make the business worth 
while. You'll find that both sales and profits 
will increase. 


SPENCER KELLOGG AND SONS SALES CORP’N 
Special Oils Department Buffalo, N. Y. 


KELLOGG’S Improved Boiled 
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VO 
of This attractive, strong display and dispensing a eee 
it rack, holds all sizes of cloth from 18" to 42", : . 
keeps your stock neat, saves floor space, cuts and lo the hundreds of dealers who learned of Gold 
rs. rolls up screen wire in one operation... and Strand quality and its exclusive measuring features, at 
. is sold at a price so low that you can’t afford not the recent hardware shows,“Demand GOLD STRAND” is 
11s to afford it. St gn 191 OMT ol, buta reminder to specify iton your next order. To those 
od am who are not yet acquainted with this unusual sereen 
ld wire, it means an introduction to a cloth that... with 
jt the new GOLD STRAND MERCHANDISER Rack... takes 
~d all the nuisance out of screen cloth handling. No more 
: weighing or measuring at inventory time ...no more 
he “guessing” the contents of a cut roll or unnecessary 
r- handling of rolls... these extra’GOLD STRAND features 
” cost you no more than any other good cloth. Order 
: sereen cloth by name. Ask for GOLD STRAND. Your 
jobber can supply it. 
il AMERICAN WIRE FABRICS CORPORATION 
k Subsidiary of Wickwire Spencer Steel Co., 41 East 42nd St., New 
a : York City; Buffalo, Chicago, Tulsa, Worcester; Pacific Coast Head 
>= Se quarters: San Francisco; Branches and Warehouses: Los Angeles, 
; TH E Seattle. Export Sales Dept.: New York City. 
, o ay 
) © L D 





JQ 70, STRAND 


INSECT SCREEN CLOTH 
with the GOLD STRAND measuring tape 
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ERFECTION PROFIT 


= Meals KWL LULL accepolanice | werease YOUR 


STOVE VOLUME BY CONCENTRATING ON PERFECTION ¢e¢e 





KNOWN QUALITY BACKED BY CONSISTENT ADVERTISING 


oe housewives are demanding lasting values. Today, more than ever, 

the quality that has always been built into Perfection Oil Stoves is meet- 
ing this demand. This is proved by the increase in Perfection sales — greater 
in 1933 than for several years. 


With steadily improving business conditions, especially in agriculture, the in- 
creased demand will become more pronounced. Today, more than ever, the 
Perfection line is the profit line because it is the line of least resistance. It is 
the easiest selling line —the line which will give you the greatest volume in 
sales— because women everywhere know and prefer Perfection quality. 





Year by year Perfections have been improved in design and operating efficiency. 
Continuous, consistent advertising has kept housewives ot st of improvements. 
With the improved High-Power burners you have a strong appeal for those who 
want stoves of the highest quality — stoves 
that are on a par with gas stoves—as speedy to 
cook and bake, and as quick in heat control. 
And in the Perfection line you have also low- 
priced good stoves to meet all competition. 


® High-Power Perfection 
No. 503, with cabinet. 
Black top, green chimneys 


and cabinet back; ivory Standardize on Perfection... 


legs and burner tray. Sell 
with separate Perfection Meet Any Demand 


“Live Heat” Oven. It pays to concentrate on the well-advertised, 
complete Perfection line —stoves to satisfy 
any requirement: High-Power burners... 
long-chimney burners... short-drum burners. 
Modern colors. A wide range of prices, from 
the lowest-priced stoves that meet Perfection 
standards to the finest quality leaders. Sold 
only through retail dealers. 


A Plan for Greater Profits 


Be sure to have an adequate stock of Perfec- 
tions to reap the benefits of this year’s increased 
advertising and ee conditions. For 
maximum profits, follow the suggestions in \ “T’ve used a lot of 
the 1934 Perfection Sales Plan book. If you a a rs 
haven’t received your copy, write for it today. 4p. only one I can regulate for can- 

ning in the pressure cooker without 
PERFECTION STOVE COMPANY lifting the heavy cooker back and 


7830-A Platt Avenue e Cleveland, Ohio forth to maintain correct pressure.” 


RFECTION 
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“I save money every month, too. Kero- 
sene is such an economical fuel, and Per- 
fection High-Power burners start to cook 
the minute you light them, saving fuel.” 


“In a stove, I demand performance, 
convenience and economy. That’s 
why I like my new Perfection with 
High-Power burners. Speed that 
boils two quarts of water in eight 
minutes! Clean, economical heat!’ 














“OUT TALK” EXPERIENCE 


1 its actual results 
that sell fencel 


ITS HARD TO 
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A LABORATORY test proves so and so—a metal- 
lurgical experiment demonstrates something else. 
All well and good—and necessary in the interest 
of quality. But—and this is the biggest ‘‘but’’ 
you ever heard of—such claims alone do not sell 
fence on a permanent, staple basis. Today—as in 
the past—a great majority of farmers purchase fence 
on the dictates of experience—on its time proved 
record of performance—on its demonstrated ability 
to serve longer and more economically. The fence 
they choose is Zinc-Insulated Fence—the largest 
selling brand in the world. Capitalize on this great 
preference. 





Zinc-Insulated Fences . . Steel Fence Posts. . American 
Steel Gates. . Banner Poultry Fences . . Protector Poultry 
Fence .. Netting... Bale Ties .. Nails, Tacks, Staples.. 
Barbed Wire . . National Expanding Anchor Dirt Set 
End and Corner Posts . . Wire Clothes Lines . . Wire of 
all kinds. 











“By. 1934 
& WIRE COMPANY 








AMERICAN STEEL 


208 South LaSalle Street, Chicago SUBSIDIARY OF aren QS stares STEEL CORPORATION Empire State ~*~" New York 
94 Grove Street, Worcester AND ALL PRINCIPAL GTES First National Bank Bldg., Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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Important : 


Make a note to be sure to visit the Lionel 
Rooms at the American Toy Fair in the 
Hotel McAlpin, New York, April 9th to 
28th. Rooms 990 and 991. Lionel has 
something of special importance to every 
buyer. Don’t miss it! And don’t fail to get 
the full story on Lionel’’s NEW DEAL 
for DEALERS. 


LIONEL 





/ 
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LIONEL CRAFT 


Introduced for the first time last year, it was 


a SENSATIONAL SUCCESS. Now back again 
to build your Spring and Summer Profits! 
It actually steers itself—three different ways! 


Travels straight 200 to 
300 feet. —_—_— y] 


— 


Can be adjusted to travel 
in circles. 


Or to run straight out, 


then turn and come back 
to the starting point. € es 


This ingenious, new boat, introduced last year by Lionel, 
was an immediate success—a complete “SELL OUT”. 
Orders came in faster than we could fill them. Now 
comes another big season — another opportunity, We’re 
ready to help you get your share of Lionel Craft profits. 
Don’t fail to stock this fast-selling item. Order now ! 


LIONEL CRAFT SELLS, because 


i. It’s a beautiful boat — smart, sleek and speedy in 
appearance. Modeled after an expensive speedboat. 


2. It steers itself—three different ways! 


3. Runs over four minutes under its own power. Ships 
no water. 

i. Its sturdy motor, hidden under the hatch, is out of 
sight, yet easy to reach. Winds easily and silently. 


5. Steel construction with beautiful enamel finish and 
solid brass trim. 17 inches of real beauty that every boy 
will want. Equipment includes two keys, an Admiralty 
flag and a cradle to place the boat on when not in use. 
&. Lionel Craft are worthy companions to Lionel Trains 
—a nanre that means Quality to every boy and parent. 
Show them and you'll sell them! 





CRAFT. 





LIONEL CORPORATION, 15 


58 East Washington St., Chicago, IIl. 


EAST 26T8 STREET, NEW YORK CITY 
West Coast Branch: 718 Mission St., San Francisco, Calif. 
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National Extension Window 
Screens slide smoothly on steel 
runners. Strong angled steel 
center bars keep them fly-proof. 
Equipped with patented *Kwik- 


Ask about them. 


With National Screen Doors, 
every “slam” is a “boost.” That 
is because National Screen 
Doors are built with extra 
strength . . . strength that you 
can’t see but that reveals 
itself to your customers in the 
way these sturdy doors can 
“take it.” 


Even under hard, constant 
usage National Screen Doors 
don’t sag. That means they stay 
flyproof. The strong wire cloth 


SUFFOLK 
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is stretched on by machinery 
that puts it on tight and smooth. 
It stays that way because the 
beaded moulding holds every 
strand in a vise-like grip. 


Note the special features of 
National Extension Window 
Screens. (Illustrated above, 
left.) Our patented “Kwik- 
Lok” keeps them from being 
opened or removed from the 
outside, prevents rattling. 
Prices to suit customers. 
Profits to suit you. 


INCORPORATED 




















Ask Your Jobber 


Your jobber can tell you about the 
complete line of National Screen 
Doors, Window Screens and Venti- 
lators. They are made in styles and 
at prices to please your customers 
and keep them pleased. He can 
give you quick deliveries. 


New York Orrice: 253 Broapway 
Southern Selling Agents 
Sano & Hutrisn, Baltimore 


NATIONAL SCREEN COMPANY 


VIRGINIA 
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TALKING TO THE MAN UPSTAIRS ATIP..22 


ancl TO THE MAN DOWNSTAIRS 


MOL S, 
Ser 
U.S.A. 


(TRADE MARK) 


NICHOLSON FILES FROM YOU 


@® For a thoroughgoing selling job on behalf 
of the hardware dealer, you will look far before 
you find one equal to that being done by 
Nicholson File 1934 Advertising. 

To the executive upstairs it talks through 
the pages of magazines like Time, urging him 
to buy Nicholson Files for reasons that are 
valid to him. 

To the mechanic in the shop Nicholson File 
Advertising talks through the magazines which 








panics are alert 
ages going on 





MECHANICS 
t& the MAN UPSTAIRS 









NICHOLSON PILES 








touch his particular interests, and talks in 
terms of file quality which appeals to his sense 
of value. 

In fact, every class of file buyer—industrial, 
farm, lumber and home workshop user—is 
covered by Nicholson Advertising in 1934. 
Each advertisement mentions the hardware 
dealer. Each one builds quality file sales for 
you. At your jobber’s. Nicholson File Com- 
pany, Providence, Rhode Island, U. S. A. 


Genus’ 
NICHOLSON FILES 


MMM™!na, FILE FOR EVERY PURPOSE 
HARDWARE AGE 
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@ or of the biggest improvements in the entire 
history of fence manufacture is a New Exclu- 
sive Feature in Continental Green Bottom Lawn 
fence. This new feature—Flame Sealed wire—in 
many instances actually doubles the life of fence. 
The Flame Sealed process puts a heavier coating 
of zine on the wire—distributes it evenly, leaving 
no thin or unprotected spots—and the wire is ac- 
tually Flame Sealed against the atmospheric con- 
ditions which cause rust. Flame Sealed wire also 
gives the additional rust protection of 20 to 30 points 
copper in the steel. 








Green Bottom fence will sell faster, because you 
can prove it is a better fence. Ask your jobber to 
supply you with Green Bottom fence and kindred 
items. The line is complete and strictly competitive 
in price. 


CONTINENTAL STEEL CORPORATION 
Kokomo, Indiana 
Manufacturers of Billets, Rods, wire, barbed wire, nails; Lawn, 


Chain-Link, Farm and Poultry Fence and Gates; 
Black, Galvanized, Galvannealed and Special Coated 
Sheets; Galvanized Roofing (also “Seal of Qual- 
ity” Roofing) and kindred products. 





LOOK 
FOR THE GREEN 
CABLE WIRES 

AT THE 
BOTTOM 


CONTINENTAL /7:cer- (3ottom FENCE 
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Twelve national magazines, includ- 
ing The Ladies’ Home Journal and 
Good Housekeeping, will carry 37 
million Florence messages to oil stove 
and gas stove prospects everywhere. 
Two complete campaigns, with pages 
in full color and new display and mer- 
chandising material will help you cash 
in on these quick, profitable sales. And 
the new Florence line is real news— 
the most amazing values ever offered. 

Oil Range: Here are just a few of the 
startling improvements in the new 
Florence Oil Range . . . Fingertip 
Oven Heat Control, which makes it 
easy for the housewife to balance the 
oven heat at the moderate cooking 


































temperatures so essential . . . rock 
wool insulation, all around the oven, 
even in the door! . . . sixteen-inch oven 

. .non-tipping racks... full rounded 
corners ... porcelained cooking top 
and end shelf... gas stove legs... 

It’s a better looking range than ever 
before, in ivory and black with light 
green trim. Of course it has the 
efficient, economical Florence 
Focused Heat. 

This range will almost sell itself. All 
you'll have to do is bring its beauty 
and mechanical advantages to your 
customers’ attention—and we’re help- 
ing you do that with our advertising, 
display, and printed matter. 


NEWCXCRANGES 
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Florence Buffet Gas Range—white with black top. Also in Shellustre—green and ivory or tan and ivory. 





Buffet Model: Sensationgl new model 
designed to meet the modern need for 
more convenient work space in a 
compact range. 

Four improved ring-type burners— 
with automatic flash lighters—in 
straight line across back of stove. 
Broad one-piece cooking top in front 
affords generous work space with 
plenty of elbow room. Burner grates 
flush with cooking top—utensils 
moved over burners without lifting. 

Oven and broiler combined in one 
compartment; oven burner controlled 
by super-sensitive thermostat. Non- 


NEW (4 HANGES 


warping doors . . . smokeless broiler 
pan... full rock wool oven insulation 
... colored bakelite handles and fit- 
tings... roomy service compartments, 
and many other sales-building features. 
This range is NEWS, but it’s just 
one of the big new, improved line 
that meets every taste and every purse. 
Table Top and Console models in the 
new rounded corner style with every 
modern feature. All in white with black 
top, and in beautiful Shellustre, the 
new glistening finish that delights 
every woman. You make a quick sale 
and a generous profit with Florence. 


FLORENCE STOVE COMPANY, GARDNER, MASS. @ Established 1872. 


© 1934 by F. S. Co. 
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STANLEY 


HINGEWARE HAND TOOLS 


@) 


(STANLEY) 
ey 


NEW BRITAIN, CONN. 


MYERS kK” 
New-WayGiant | 
DOOR HANGERS 


Sliding doors have been sadly neglected during 
recent years, Weather-beaten, sagging, off-the- 
track—repairs and replacements will be neces- 
sary this Spring. 

Myers New-Way Giant Hangers and Track have 
the elements for all-weather service that register 
customer satisfaction. Strength, ease of opera- 
tion, adjustable features, dirt and weather-proof 
construction, permanently solve sliding door 
problems for barns, garages, storages and similar 
buildings. 

Write or wire for catalog and prices. 










































MYERS NEW WAY GIANT 
TUBULAR GIRDER TRACK 





ADJUSTABLE 
TO RAISE 
OR LOWER 
THE DOOR 








mPFE.MYERS & BRO.€. 
ASHLANDB, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS: HAY and GRAIN UNLOADING TOOLS - BARN,FACTORY and 
AGE DOOR HANGERS- STORE LADDERS, Etc. 








MYERS TRACK COVER 
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THE QUALITY OF RED 


BRANDS 
un-Red Edge AluminA 
(electro-plated with zinc) 
Sun-Red Edge Black 
(painted) 
Sun-Red Edge Bronze 


*, i, 


FREES, 
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Customers have several places to buy, but 
most of you dealers have only one place to 
sell. To make those customers buy at your 
place display what you have to sell. 

Take Red Edge Screen Cloth, for instance 
...it’s an extra profit paying item... but 
it’s a staple, and people must be reminded 
about it early and often. If you don’t dis- 
play it, they will certainly buy screen cloth 
from the dealer who does. 

It's no trick to display Red Edge Screen 
Cloth because we'll furnish you with a strik- 
ing new display which is easily adaptable 
to any size window or which may be as 
readily used on your floor. 

It consists of three pieces, center section 


being 35 in. high by 46 in. wide. Hand- 





EDGE 


LF + MEASURED? 


£i07n 





SCREEN CLOTH 
SELLS THE OTHER HALF... . 


somely lithographed to give a seven-color 


effect, it compels interested attention. Build 
a complete display around it using the 
handsome red-spiraled, round packages that 
Red Edee Screen Cloth comes in, a roll of 
the cloth itself, and then add some of your 
other items Which are good spring sellers, 
as your space permits. 

The window pictured here is only one 
example of how the display may be used 
—innumerable compelling variations may 
be produced. Write your jobber at once 
for the display, sales helps, and prices. If 


your jobber's supply is not complete, write 


us direct. 
are 
RED EDGE SCREEN CLOTH [2 
‘ 
—The “WATCH DOG Kor HEALTH 
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No. 7505 


“UNION” New Type Level “UNION” Level Windi 
Winding Fishing Reel ana — 
Y 


1] It Lands Them |! 


{ Properly handled ‘‘UNION” 
Fishing Tackle lands the fish— 
properly merchandised it lands 
q and holds fishermen. The steadily 


increasing demand for 


| “UNION™ 
stand Fishing Tackle 


Fly Rod 














2 : , , 
is due to its real quality, honest con- 


struction and popular prices. It com- 

pares favorably with Rods and Reels 

d usually retailed at much _ higher 
prices. 


“UNION” Split Bamboo Rods and 
“UNION” Steel Rods are built 
strong and sturdy to give unfailing 
satisfaction. “UNION” reels are 







































, correctly balanced, free running and Th 
“ae_* easy winding. Both Rods and Reels i, 
Steel Casting Red are obtainable in the most popular “UNION” Level Winding Reel <a tae Rect 
9 patterns. « col 
: : The new “UNION” line includes: Tubular Steel Rods, vies 
) Solid Steel Rods, Split Bamboo Rods, Salt Water Rods, neg 
“4 Surf Casting Rods, Cane Poles, also Fly and Casting . hat 
< Reels. ee 
24 Send for Latest Catalog No. 16 , 
z as 
: iR CONDENSED : 
4 Your Jobber Fe DEES Magee “ ex] 
4 Will Supply You e hs y me 
q wt be ova pant - 
Reg. U. S. Pat. Off. CAROWARE CPA Established 1854 
q 4 
No. 168-8 TORRINGTON, CONN. No. 4160 No. 4131 
“ ” “UNION” “UNION” 
Boone Rad New York Office 151 Chambers St. Steel Rod Steel Rod T | 
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Your 1934-35 Buyers Guide— 


The “Annual Directory Number” or “Who Makes It?” Issue 


NOW IN PREPARATION! |! 


Condensed catalogs of over two 























hundred manufacturers in 


Tells you 
; one handy volume 


“Who Makes It?” 


at a glance 


“__we would feel lost 
without our copy of the 
‘Who Makes It?’ Issue 
always at hand,” — 


say many hun- 


dreds of hard- 





ware buyers. 


The current 


issue is in 


eel 


constant year- 
round use in 
nearly every good 
hardware store in 
the country as well 
q as in jobbing houses, 


export houses, purchas- 


Buyers are ac- 
customed to reach 
for it whenever ques- 
teammates tions arise regarding hardware 
and related merchandise. 


The Standard Merchandise Reference Book 
of the Hardware Field 


= Hl 


E 


See sample pages following ——_j» 








A Thorough Buyers Guide 












































































































































Se 





















































































































































































—_— —— 
HA geremoe® = 
D ORY NuMBER KNIVES, Hedge RDWARE AGCE— DIRECTORY NUMBER 
Sommer a. 
aa IREC Atkine (B.C) & © L) Go., 81 New 4 
Newark eee jersey ane 
E AGE Binston tsa ® Sra tasignavelie, Ind Starr” ae (Resor Biase KNIVES, Oil Clo! ——a 
oN — ine. ( Tacony Po Co. 30 Usin Be. New Vere N. ¥. th 
waneville Tool Whe, Inc. EB Atkine (EC) & Co. 
je. Ew vi - » Indi 
Section 11.— GENERAL MERCHANDISE SECT! othe nee pass a Olena. NY Eetarauews Cattery Cet Walls x.y 
c Old File c utlery. C —_——< a +2 Main, Belleville, N. 
- ‘ ww. . z. ‘utlery Co "soni 
rd- age Biackamith Folks, W. = kemith ~ 2. Co.. Sout Mess 
‘ -a¢ compilation of manufacturers of hai poe ee siertown, Wis oo ae Wis Bie. thre ae 
4 handy convenient, time-saving leare buyers. + Meek—See Knives, Shoe ¥ pile Cor Welten, 6. Y. andere. Peary @ Clare Nos Senher Falla ty 
J ’ and allied merchandise for hardwar ) balsas Weenba rm Com ma Cone = itain. Cons Me Hae 
‘ 28, Huntin, 1, Ayer, Wi 
—_ 1 - Youn? . Lad. 2 — hy vided by outs 
. ically nies Knife Co ychicnee. mience © 
Products Listed Alphabetic all; Iotuereuges Cottons Gan Laat ag — 
Chubb (T M.) Rod Co. Post Mile ve KNIVES, Lamb jul infor matic 
4 0. 
Sone, Inc., Elleaville, N.Y Was, Ine., Evenev If the wem ¥ 
Lorne, nite yg “4 Oe yee” Rockford. 1 ute Cutlery Co. Uties, N.Y. rue Co. Mew’ i Section (Seet 
v - cabargh.. P® > vy Ca NIV: m wen. Cy lo dt 
—_ practven, Onated rr wig Oo  Piekarth, 5. Beanderd’ oH og Se athbridge. Mase ES, Linemen's—See Knives, Electr KNIVES, Orange—tee Knives, rreit; sine catalog 
ABRASIVE cLoTH se A site. co. Darron. Mic® Mo. “Auto We! New York, N ¥. MNIVES, Lino! Kai Kam 
piers, Abrasive, Coated = SST, wie, Prodecta Co, St Lovie . Mase. “So : jowm—Bee Knives, Oil Cloth 
ABRASIVE DISCE—Se* -_ “ae " Southbridge” MNIVES, Lip—See Knives, Shoe KNIVES, 
AmRasivl PAPERS Seo PAO: Comet, Sond "Prabucte Core, Daa, 1g ne. Providence, R. I , . Oyster and Cla: 
< ) Brace Co. a. O ttle Valley N.Y ms 
Garnet, Alaminess, Drees Mil, Co. Conn Mig Co" Sheiburn Pails. Mose. NIVES, Machine Eriddell, Chas, D.. Criateld. 
‘ster Vin Wks. Spring ae Valle N 
ureine € Frary @ Clark. New Britsin, ¢ au Chatillon (Jobs Y 
ABRASIVES, Co aot S Bs wn. “Uni-  Coliferaie Sev Sree + dndianapolis, Ind “"Pester Bros | 80M 88 Clift, New Yor, 5 
» 3 Ze Gladstone 4 = ie 2 
(ies alee Paoer re 13 Wer ih Mie Co, Gladstone. Mic Dias cen rence. Ca Harrington Cutlery Co. Routh 
qorns, Chicage. ! Pens Hardw mon nfield. Mt = a Pa ide Mite: Co.."Southé bide. Mase “Dery 
pentane eee, OT Restos vdeure Corp og ge Co., » ee sth, Conn My Mis, Ce. Inc. Rochester. W or, _ware thbridge, Mass. “Southbr 
Be! ony 1. #. Y Ly» a % nklinvil +e M Sou Ameh Goodsow Mt 
Con Co., Niaaer® Con K tite inville, N. Y. “Never ° jane. thridge Lansert F le. Co., Shelburne Fails May 
piraeed er te NS ‘shite Co re Lascoster. Ps yank Asa — Rochester, N.Y. “D. R mary @ Clark, New Britain, Cc t 
. see Mig oo. ami, Ariz. “Pal.” “Poll ole Jechan - 
Se ek hb Racient Fe lery Whe. Poughkeepsie, N.Y 5 1 Clncinnat ° ee Broan” Wrench Co.. Greenies 
room ichard Cutlery Co. We - ‘ool Corp,” 5 
a Retrigerater Ac arhard Cutlery Co. Webster. Mase Importe: Minneapolis Minn Hae Bone Co.. Ayer, Me 
EABORIES, Refrigerstor a= > Bridgeport. Conn. (Also Simonds tow & Stee! ©. Ontario Ray Share New 
a Russell (John) Cutlery Co, 0, Fitebburg, Mass. “Red Stain Froakiteine Wi 
. catylene. Sandvik Bae) 2 hel Corn are ral. Mace Simons (A. A.) @ Son Osbo: 
VENE GAS LAMPS—Seo Lom ae imported Minneapolis, Minr White Ct he Wire 8 x Box 183, Newark » 
= ‘ Schvade Cutlery Co, Walden, N.Y. “E ren. White Ge, Sez, Division of the Simonds. Russell (Joi Se, Worcester. Mans 
Sharp b veriastin Stores (Jo ners Falls. 
BTs— See Lames, lent Schrade : ‘Bon, Phils, Pa 
ACETYLENE MEAD }H ede. George Re ; ack Mie 
sae, Co inion Cutlery , KNIVES 
ACETYLENE LAMP CHARGES tee (2 \- « wate ns ar Ying lachamith Foie Teabtews, 0 ES. Manual Training S 
= wr \ versal ire 4 at 190 Baldwin Av. Je . NIV , a 
ETYLENE TAIL LIGHTS fr Lights, Tat " ce. 0 Wikince Shear @ eee ee MS wtiery Ce Saas = IVES, Paper Hangers’ 
_— chen L Winchester Repeotine Ants ding Po ie Southbrid : an Stainless 
ACETYLENE TORCHES See © 2 Torel stamford . ing Arms ( cen, Gen he ea ‘Be foment Mass. “Hyco,” “South. a Grtiery Co  Kaite © Co., Chicago. 1 P 
von, oupan—see soueer, Arid Core amtord. Gerick, MA care wane—seo Were, EP KNIVES, Jeck—See Knives, Pechet na OO ew Britain. Conn pile. Co.§ Southridge. Mase 
aciD Com! overneod—Seo Fittings aG san, Suslte Marbles onto C8) ac = “ty Lamacn & Goodn Southbridge.” ““T. Ha-rington at 
wer AGA’ jag—Se ene ne (C. 8 1o., Box 183. N . Sheiturne 'P 
KNIVES, kK rms C. lewark, N. J Lande: alle 
ase S, Kitchen, P. R x De.. Ine.. Bridgeport Gon, re .— < aa 
ADAPTERS, F a AIR CONDITIONERS ; is ‘i ring, Ete. elf John) Ca ery Co. Tu pers. Ca - ean eae lark, New Britain. Conn. “1, 
on ame co RO ADJUSTERS, Window sige Air Condit ‘- : " Winated, Conn Brock a Mocohy's (Rebest) Bens ee ~~ 4 
ov Britain, Conn - lens Knife Co nn rockton, Mass > amare’ 7 ane Stay 
ADJUSTABLE pour ast, atin a  oeita he, New York mp Knife Co.. Chicago, I fis C8) & Co. Rox : err on 
Brackets, Baokease Grant Po racuse, N.Y ; R : . 
pusTaBl . exectaic LAMPS fee Lom Ci =_— (i Comittee NY KNIVES. Mill 
P “ theta lery Co, Little V : 
astable * . ws N.Y Parker Wire 
= mers, Adjvot . t & Sons. 96 C) : Goods Co. Worcester, Mase 4 uck 
ADJUSTABLE REAMERE—See ow a aia % Cliff, New York, N Ute ther polished finishes: 
oTyr’ fee Pia = sch — re ncheste ag Cutie © J it Bra 
cates AnvenTys see — - hes nt Clemens. Kauazone Fremont. © KNIVES, Mincing Res pot ee cep. Bit Bi 
DIUSTABLE WRENCHES re portbvaps rtising Pe Hail, Belvo. N. ¥ Products Cor KNIVES. Paring—s. 
avestable ADV TERTINING KNIVES—Hee Baives veo mY . Rockford, 1 chen Toal Co. Chicago, Bat oe ice Knives, Kitchen, Paring, Bic 
ADVERTISING POCKET KNIVES —Seo Ke & Sons, Inc, Ellenville. N. ¥ J,Oranee. Newark. NJ IVES, Plaster—See Knives, Bandage and P {—— 
§, Blind or Shutter Mee Advertiaini : Fran 
ADJUSTERS. BI TISiNt RMOMETERS—See Thermom oe ‘ po De Lg) ' f 
contin, B&F. New Britain sord sve ae wevelons. Cambrider Maw Jenco” (Stain Pil. os . Pocke' 
. aun Mtg Oe Ma ADVERTISING y ‘nen apie \ Fag 0 Ventitiog Co- GRP an af SON z ¥ Ameren Knife Co, Winsted. Cons 
y , 7 jen waunes, We. —canire miter.” Matchesbecher Mie. Go me Ot Duane. New Yor 
Te pnetier—fee Adjnster® Bind anvenTisine pr KB See Vordst ct her Mite Co viet York NOY Ton Polished 
ab - en itue ¥ we o 
pyustt md Cartarnuges Co a Sina Cotes ts ~ Bradford. Pa ‘ 
oft” Little ley NOY “Whiee 








ADIURTERS, Tronsom—Se? wit 





ADZES 

Window Casement , 
ADJUSTERS emt Window He Pvanevilie 
com, Tos 
trom at 
Kelty Axe 


Kelly Sta 
Leetonia Too! 
‘T 
Harton 
Plumd (Fe 
feediich 





dard 
To 
mol Co 
verte Be 
Co. 


Leetonia. O 
ine 





, Phils 
A 


Hiochester 














N 


Ps 





rO 


HARDWARE AGE — DIRECTORY 





FURNACES, Warm Air (Continued) 


Guaker 


















































FURNITURE 





rm 


Masse Mfg 




















Doll and Toy 





Wear Mevek eld 


‘South Teri, Me 






































rasce Co. Pe 
Enterprise Foundry Co. Rochester, N.Y. “All Cant 
‘ Heatroia 
lenge, Iii 
Quincy, Th Peery oo ; a 
enim Auto 
= ; 
Pree. Sere, qua, O. “Boiler 
lord. Welle Co, Royersford, P 
ratord, Pa. “Benes 
’ cr Foundries Co levelan: to "= 
‘sprineteta 
Crystal La 
‘Stewart ee 
wash ehineville 
4 y 
N.Y 
Wee 
ton, Mase 
Logs anes, Ind 
‘ater ork, N.Y 
‘ 
Conn. “Celver 
nee 
Mich Poreke. 
PURNITY 
Mal Fornace &Su0oiy Ce Corning, NY. “Cheer esp 
Lemmons.” “New FURNITURE BRACES See Braces, Chair and Bed 
. Chair 
_ Mic FURNITURE < 
teh aideabies . RE BUTT See Rotts. Parnitere 
WRNITURE CARTERS tee 
miture, alse Casters, Siiaing rt One 
FURNITURE CEMENT—See Coment, Fornit 
FURNITURE, Children’s 
a 
a Emineville, Pa 
’ Applet . a 
Game oe 
ss =o _Raltimore 1 Gesten, tnd 
ate ee m Wha Meine. NY 
- eg ee My 1 anville 
Hontin Ow, 
Jobn db. orale . o ‘ 
Pas wie. Tucker ‘Duck @ Rutter 
ond Cahoah Wie, “Toddler” — Why 3 
i ite HC) h 
oe Young 1J__0.) Ca. Springheld. M 
Sa ae ; yy YDeilanti Reed Furniture ve. lone, Mich 
ay rat rs eel FURNITURE GLIDERS —See Gliders, Fernit 
PURNITURE KNORS— See K 
node gForniture 
wi 
‘Jotiet. 1H neni 
“a ITURE, Novelty, Unpainted 
a ' 
wnare.¢ 
Mie s G 
wlty € me 
Oabland Foundry Ce, a. . 
~ ay LE A Sorta “Zhe ‘ ‘ : 
nated, 0 " ; 
Ms 
wu cay slie, Bair 
Beverly Hille, Ce . Looinnton 
ee mineter” Mess 





Mansfield 
' 


KNITURE O1L8—See Po! 
bre 





jomobile, Fer 


FURNITURE PADS—See Peds, Fornitare 
f See Polishes. 


FURNITURE Potisiés 
bie tte Autome- 


PUR SITU RE POLISHES 
Pollstens ING MITTENS—See stittena, 





FURNITURE Sine 


FURNITURE Stan 























©. Chicago 
7 1; Ing asa 

€o... Col 
Goods fe. Ca.. 420 8 toate 


vehy Mite. Co 








Chie 
Conn 





utlery Co... Nichole 
Knite C2, sion. Pa 
ie 8 261 W. 62nd. New York. NY 





Office 





Camillus N.Y 
& Sons, Ig. Ellenville 


Forged Stee 


f- 


Providence. 


Ine. 



















y NUMBER 
COOLERS, Milk 


£ AGE— DIRECTOR 





eam 











Co 
. Goods Mig. Co, Manitowoc, Wis, “Varo: ADOT aig X: . sig 
(rpeland Products, L lemens | 
Pommchins + Peer & Milwaukee, Wis ° 4 F Pan ) eet 
ts daire Corp ° | Sing, Venedi 
Co Lad Caan, iw aire Co Pate’ ay | x 
=" fur Cattsreugus, N.Y. Per 
towe Co., Ine, 7609 Platt Ave, Cleve | 
ERS, Steam Pressure ° Se - =. Ine ee 
Yee eery & Dairy Supply Co. Phila 


New Kensington 





a 

















































































































































Utensil Co. 
= Co., St. Lovie, Me | 
Canning, Devices, Ine. Cheney mL 2,8 Kio. wanted, © 
Frey chee, Wis 
1 
Portland, Ore 
4 Pee iuminem Co.. Lamont Tht American : 
00 Fifth Av. New “ane . COOLERS, Water 
5 km Aluminum Co, Keweskam, Wie Lib ae 
Ace No t Aide ‘ , 
ot Cisive, Wie m ; 
Seman te Eo Pegrin th Toles OL gy. New York. N.Y 
vt Pwas, Chicago, Ul 
: Mow 
1 1. Clemens 
, ork, N.Y 
Pittsbureh, Pe Colo. “Denver 11bA" Hudeon, New vou 
I, “Lincoln Chicago, Hil es. Contain 
“ec Chicago, ill, “Bek 
Lan had 2 
CONTAINERS, Bledes, Safety Raxor—See Blades, Rend, Wis. (Water-  pedera knomeline ‘ we Co., Mekers Red 
‘Safety Resor. Container Boometng, eee 
Feariess Dish Washer Co, e 
CONTAINERS, Corn Ce COOKERS, Waterless i, 
Co., Ine., Abert City, Te piper, Patter . 
~ ay ‘ Aluminum Cooking Utensil Co. Kensington, [i : Nemaridee Sam 
iit 2. Wear Ever coicage 1 ? : = 
; sremer Aluminum Ce tengo ; 
baa Aer From ‘ Paeschine & Prey Co. kee, Wie ‘Sa Hambure I pittaburgh, Pa. “Coldrink” (Be 
‘Seo also Jars, Frei 
2 r . r frigerats k ome 
seuriock Kontanerette ¢ sz S. Michinam ATs att aid, tm ath . ana corp, St Lovie, Mo. “Brainard’s L 
Means Alumioem Ce ‘ Brown Jue 
rollevs & Tr Seimping Ca. Moundeniile, W. Ve. Mgettver Co., Buale, 
CONVEYORS, INDUBTRIAL—See Trotiers & Treb | nit of Staary Seamoint quconderileg Wigeratr Co. Ba Mh 
ty 'tertn Ov 0) & Bro, 16 i Getee Av. Je 
COOKIE BAKERS—Bee Bakers, Cookie vs 
CONVEYORS, ag — KE pean. ¢..1000 tate, peas 
™ ' at et snd. ©. COORTE PANS—Hee Bakers, Cookie A) Co nna °.. 1 -_ 
3a cous, We. 
COOK KNIVES —Bee Knives, Coot COOKIE SHEETS—See Bakers, Cookie a Co. marie 
oo : rs ; 
COOKERS, Electric COOKING BASKETS ee Baskets, Blenching ont Maraden (JE) Close Whe, Ine., Ambler, Po “Te 
Cooking 
Mie. Co, Manitowoc, Wie 
aetairrer COOKING | 
Pi Chreeed, 0 “9 Koe ee 
— COOKING GLASBWARE—See We 
COOKING SETS, Toy. Aluminam—Beo Sets, Cook 
° ing. Toy, Alaminam 
Mr COOKING STOVES—See kind desired ender St & ‘ 
» Oo ° ‘ 
S : S sete New York, N.Y. “Rall 
ag es oven) COOKING ACCESSORIES AND TOOLS New York, B.  wood 
; chicago, I Co., Sturgis, Mich, (Witches Shanes 
eter z @ SUE ctl Cinernnatl, 0. CPi 
jew York & Sons, 6 CHft, New York, N. ¥ 
Massillon, O. “Century, 
Everhot Co oul, Mo, “VCS a 
' Pique sites - United ‘sia <n Stamping Co., Moundeville 
Sebo Wis. (Refrigerate) oye 
s neat se Eee & Mie. Co. eid. 0. 
gree iy Rutomat | Pleetric 
rereciator owe) COOPERS FLAGGING IRONS—Bee Irons, Piast 
™ T Ty Chey. NS: COOPERS: HOOP DRIVERS—Hee Drivers, OF 
Ornamenting Cal e) ro Boor 
~ gives Shore Blvd [ya Re Cleveland. © COOPERS’ HOOP FASTENERS Ser tate 
Lignans Tore and Rapids, Mich. “Seni-Press Heep 
Rivets, Coopers 
NY. “Fe Com. Btecengete, ition COOPERS’ RIVETS—Ser River 
ngs, Neb 5 pias Clee, 0 Ce SHAVER —See Shaves, Coopert 
" Orel DOLE —Aee Tools, Coopers 
Modor oe nen. L 
Fibre Cutt 
i Mic wa, Conn, eee “Fork COOPS, Brood, Poultry 
: ry pany, Woreester 
eagPe rice Steel Tonk ute Co, Beatrice, Nee 
th, Wis COOKING UTENBIL COVER KNOBS Bee Knobs. a ° eet Tee eer. 
ney. Cover Bouer Co. Bui IE ee, 108 
Minn. “Acme COOKING UTENSIL COVERS—See Covers, Cook f Dar eee sen Pot 
oleae "Nom Parking” i 
aera ieubator Co. Des Moines is 
_— coonme & UTENSIL LIFTERS— See Lifters, Cool Deo Sciose ee 
Facelsior Stove & Mis " 
KING UTENSIL REPAIR PATS HES—See inert Metal SSernatetl ; 
tches eee Theat Bee ‘Nersigo 1 aee. coieaee 
cu are: alee ar 5 
RS yess COOKING UTENSILS —See onder © . - a“ oo. & 
COOKE RS, Fire : DORING UI F a, te B 
ne 8 Mis Go. Quiney co 
COOKING UTENSILS, Comp—See Utensile, Cooke Ye nel ramping OF oe in - 
na. Camp iphes. 




















HARDWARE 





ACE—DIRECTORY Ni wnt 











= : MIR. BUYER: Use This Index First / 


SE: INDEX TO PRODUCT INFORMATION 


Mane 
euten 















H 
WARD ARE Ace Di 


Tue Union Fo 


"ARDWan, 





ACE 














“Conti GENE, ' 
BB cir rtt, condensed deseript aie ati Continental” ang RAL OFFICES, 
vided by outstanding manufacturers n ely following. For your aberty~ Werke: Pp 
ue index below only those items of merchandise for which such help- ankfort, N. 


conven'ence 
jul information is given. 




























lj the item you are seeking is not listed here refer to the General Merchandise ons 
Section (Section 2) for the manufacturer's name, trade mark, etc., and write for his aan ation thee? Nember, $ _— — 

— ye and the name of his jobber in your territory. onstanily Ma wilt * manufac efinte inn handing 

Knives, vreit: sing catalog hao ——— ae : a 
"7 are ilies POF 10 specify yy rueht te conden ting partic Products 
Bolts & Nuts (Cont.) Mention ro ee in th, lar pr, 
end Clam es jolts = = Number that you oe turers heir adver, ‘od. 
“ 261 on Net 







* Ow 
& Nut Company 








eld. md 
ing Valley Ny 
Me 8 CHE, New Yor, 5 









Acme Cori 
7 
we Steet Gf $ 








tO. 
. Souths, 
a Me Pa 


1. Co.. Shelburne F4,), 































k Ser tints eo, Builders Hardware 3 Sleveiong 
se Us vet He Cinrelend Brom ME Co. tn ax 
%.. Greentic 122 Weland OeoME Producy, "<: The $0 46 
Ce F Chaves ries cadets Co 
pe Co . 3 ik 
mC. Ayer. My 
Stay Sharp 7 
ranklinville. hy 


% HARDWARE AGE 





IRECTORY NUMBER 


PEXTO PRODUCTS 


—ur Variety Brings You Profit For Concentration— 












RY NUMBER . — 














GOODS 









QE UNION HARDWARE” SPORT 













‘ “t NION™ 
KOLLER 
SKATES 


Goods that ure noted 














fe are abo a deper 
snd are profitable for de 








G 












Aver. "Ming, SIDE CUTTING PLIERS HOUSEHOLD AND TINNERS' Fishing Rods 
ney : 
+ ed Steel —9 ty includ. 
BIT BRACES ing Den os Lay Joint. Full Pol All Forged Steel 15 styles ato Hook, 
ished, Black and Insulated Handles. Straight, Circular, Combination emir ii 
s *. Trojan, Hawk's Bill and Double. 
A 





6 styles, including p' and 
ratchet types, plain and ball-bearing 
bead and chuck, nickel plated and 
polished finahes, sizes 1 
weep. Bit Brace Originators 


ar 
{ee Prt - 
8 a 
EXPANSIVE BITS WING. DIVIDERS 


Forged Steel—2 styles, including 


the Microm 
Forged Steel. | DIAGONAL CUTTING PLIERS ree 


Polished or Nickel Plated 


mplete size and finish rang 








No. 17 
Steel Casting Rod 













00 “Lt nion™ 











Conr, 
©. New y 





ey emovable Leg type 

























Valley NY Ae, Chie 
Ei — | 
- Ellenville, Ny SQUARE 
er CHISELS | Standard Steel, 
y ¢- Down in all 
D> F Steei—24 style: sizes | tical sizes and fi 
' o Socket Firmer, Butt | 
ain | Ca Fr 















ing, Corner, Turning 






















































itee York. 0. y uv 
Port. Conn, ‘ates MISCELLANEOUS PLIERS COLD 
> Forged Steel—Full Polished Forged Steel—F 112% 
* Falls, Mase Knurled Handles 10 styles inclu Head. Also thee pitas 
urville. Pp, DRAWING ; ng Rod 
r. “Bverlastingty KNIVES 
} 
8 
—_ an, | 
= | ¢ fj an 
- Cinctanan, © | NAIL HAMMERS th ae = 
lemens, Mich om j Forged Steel—20 styles. including 
fF | Plain and Bell Face Octagon, Rip SLIP JOINT PLIERS 
B | ping, Vanadium, in various finishes 
' | hed, nickel plated, © 
| oa 
. 








* Men's Hockey 








Forged Steel 8 
” | an Hand! 
Agricultural T| 




















HARDWARE 4c 










HARDY ARE AGE DIREC TORY Nt a =n yearn ; 
ES and PRECISI 
SURING TAPES, RUL 
[UFKIN MEA 
limited number of our re} 


y | ardware items. Our 

. houses. Our £ 

; c cons ae very cay ocd oe omer ae No 11; Precision Tools 
Sg elo ~ ge 1 Measuring Tapes are covered by Ca at hen 

W9 ne ae ror a. either is gladly sent on request to any inter’ 


. New York. N.Y 


an Welded Chain For 


. Mame 
jemens, Mich 
New York, N. Y. 








embride: Mase sentative hi 
Kok im ant prese! 














very com- 
Moe's Round Chick Feeders by Catalog No. 6. 


SAGINAW wich USA 
me [uum fpuce Co. asta. aw Sob 
EXTENSION rut 
RED END BOXKWwOOO 
CORSCENT” Trt RULE SPRING JOINT RULES pes 2 
"i 7-2. 






Five-Foot Wire Guard Feeder Coil Chain 


cain Acco Repair or Lap Links|»: 
Made | por « 











CHALLENGE” STEEL TAPES 
















ined to 
led lini 

ur of Lap Link 
Regularly 

oma 


Jersey City 











Swing Top Chick Feeder 





Ml waulee 









BANNER” STEEL TAPES 











2 
Cleanable Top. Fill Fountain 













































‘Kner 
Wood 
Jewe 
Refrigerate Hl sertee tants te 1 
Phismar? = . we ean TE baat “Cremenet 
ion i comes ie SPRING JOINT RULES 
oss ] WIZARD” TAPE RULE a Tt 
ae 7 ve hoe tees i ——— 
frigerator : > cal 
jansfield, ©. “Dee n 
- fe 
Machine Chain ry 







ive Irons, Plage 


te 
UNIVERSAL” STEEL TAPES | 
ce Drivers, Com | 


| lo) 
a 
" 
METALLIC TAPES 


ce | 





Aluminum Leg Bands 
1° 


4 
mors ength and 


Straight ionk 
Ser Fasten (8@ BAND ent link is 
ne park 


Moe's Steel Carden Tools 


ar — NE 483 
a wir 
= Ser = > 
= WOEFT & Company 


2309 Da 


Coopers lengt 


». Compers 





cepere 


























‘assing Link Chain 













: xen Also Welded Chain in the A 
J oe Following Items 





a are pom 
“Stale me ® 















MANUFACTURERS 
wis St. North Chicago, ii) 












nWhen Want 


eae 


rican Chain Company, Inc. % bri 







































ed—Always at Hand! 








A Daily Necessity for You, 
Mr. Hardware Buyer 


Questions arising every day send the hardware man to his copy of the 
“Directory Number” of HARDWARE AGE to find out who makes this or that or 
to look up the catalog description of some manufacturer’s product. 

The “Directory Number” is the only Buyers’ Guide in the hardware trade. 
It is as necessary to the buyer as his ’phone book and is probably used more fre- 
quently. 

Its service is sound both in theory and in practice. 

In nearly every busy hardware store and jobber’s buying office the “Direc- 
tory Number” is a well-thumbed volume providing that background of informa- 
tion of sources and description of merchandise that is necessary to every live 
hardware buyer to give him a thorough grasp of his business of buying. 

It is more than a merchandise Directory—it is a whole library of manufac- 
turers’ catalogs, indexed both by products and by company names; thorough, 
handy and constantly useful. 

It not only gives you a complete list of the makers of practically every 
item of merchandise in which you as a hardware man may be interested, but it 
gives you in this one handy volume the condensed catalogs of over 200 outstand- 
ing manufacturers of this field. (See specimen sheets on preceding pages. ) 

The catalog information on these manufacturers’ products, condensed but 
adequate, in this handy “Directory Number” is always just where you can find 
it when looking for merchandise information. 

Every hardware buyer needs the “Directory Number.” The great majority 
of them have their copies, and in regular use. 





fo insure receiving your copy of the next “Directory Number” when pub- 


lished, September 27th, be sure that your HARDWARE AGE subscription is in 





good order. As one of the year’s twenty-six issues of HARDWARE AGE, the 
‘Directory Number” goes to all subscribers, and to subscribers only. If vour 


subscription is expiring send your renewal instructions at once. 


Use the following coupon— 


& ————————————————————————————————— == 
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| HARDWARE AGE, 
239 West 39th Street, Date , 1934 
New York City 


We want to be sure that we get the next edition of the “Annual Directory Num- 


ber,” the “Who Makes It?” issue, of HARDWARE AGE. Enclosed is $1.00 





| for our new or renewal subscription to HARDWARE AGE 

| (cheek which 

| for one year. 
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A MODERN NOTE 
FOR THE GARAGE 
OF TODAY! 






































|‘ direct keeping with the 
advanced ideas which are 
incorporated in the new motor creations, these garage sels repre- 
sent the very latest in both style and mechanism. 


With this distinctive type of manipulation the doors glide up and 
roll away safe overhead, providing full door clearance. 


No. 900 Natienal DOOR SET 


has many novel features such as special rabbeted joints to exclude 
moisture and a.unique cam closing device to hold the doors closed. 


Hardware mounted on the inside 


Most of the hardware is furnished mounted in place on the doors, 
which are fully glazed. Installation is thus simplified and the door 
mechanism operates in frictionless unison. 


Your traae will be quickly sold on the merits of these 
door sets. Are you prepared to book orders—toddy ? 


NATIONAL MANUFACTURING COMPANY oF ANS 
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National hardware is sold 








eat, direct to the retail dealer 
ee pia ahi —a policy that promotes 
: f < quality, service and direct 

Doors 8 feet wide by 7 feet high Easier to heat Ample space above car selling cooperation. 
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How General Electric MAZDA lamp 


advertising works 


for YOu" 


- 
oF S 


THE advertising of 
MAZDA lamps of General Electric manu- 
facture not only reaches four out of five 
homes—but analysis shows that this ad- 
vertising reaches practically every home 


in the best buying areas .. . the homes of , 


the people who ‘do 85% of the buying. 


You can attract these people to your 
store ...and sell them lamps and other 
merchandise . . . if you will ‘‘sign your 
name’’ to General Electric MAZDA lamp 
advertising . . . by following the sugges- 
tions given at the right. General Electric 
Company, Nela Park, Cleveland, Ohio. 






GENERAL 


2S Reig ake 

helps you to 

sell more 
lamps 





1. Put in the General Electric MAZDA lamp display 


2. Take one of our current magazine advertisements 


3. Ask people to buy. Every home needs more and higher 





DO THESE 3 THINGS 
AND YOU WILL SELL MORE LAMPS 


every time you receive it. 


and build a aeenne display of General Electric MAZDA 
lamps around it. 


wattage lamps. 











Your customers look for this MARK 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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“Cheaper in the Long Run and ~ + 
Greater Dollar and Cents Profits for YOu! 


Two good reasons why ATKINS SILVER STEEL 
SAWS are creating happy consumers — and happy 


dealers—everywhere: 


Made of finest materials—they do last longer, they do 


serve better. 


And ATKINS SILVER STEEL SAWS do assure you 
of greater dollar and cents profits on every sale... . 
They’re made to sell at a price commensurate with 


their quality—which guarantees your profit! 


Profit Most in the Long Run by Selling the Best 


Join with other alert dealers who are meeting the new demand for dependable 
quality tools . . . and adding to their profits .. . by concentrating on ATKINS 
SILVER STEEL Saws and Products. Write us if your jobber can’t supply you. 








E. C. ATKINS AND COMPANY, INDIANAPOLIS, IND. 
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Just Among Ourselves 


HE President opened the NRA 
conference and General John- 
son closed it. The President 
addressed a full house and two over- 
flow meetings. At the final session, 
listening to the General, was a small 
crowd which filled less than 25 per 
cent of the available seats. Both 
meetings were held in the same room 
—the auditorium of beautiful Con- 
stitutional Hall. I sat in the same 
seat for both meetings but did not 
get the same thrill from both speak- 
ers. Of course, I had seen and heard 
the General many times and that 
makes a difference. Also, the Presi- 
dent represents permanent authority, 
importance and honor whereas the 
General does not. And yet, there is 
an unmistakable permanence to cer- 
tain parts of the NRA program which 
General Johnson is pursuing and de- 
veloping. Certainly, we shall-always 
have some governmental control on 
hours and wages. All through the 
President’s message, I heard the echo 
of the paragraph in which he said 
the country would not go back to the 
old methods, even though the new 
methods might not work and have to 
be changed. 


— 


It was inspiring to see our Chief 
Executive approach the speaker’s 
table. He appeared in the doorway. 
The band played “Hail to the Chief.” 
The crowd stands and cheers. The 
President smiles and waves his hand. 
Then, “the intrepid news photog- 
raphers” start to work. Like a flock 
of vultures they swarm about the 
President trying to get a new angle, 
a new posture, a new expression, a 
new something. Their flashlights pop 
off and annoy everybody. The photo 
men become bolder and bolder, ap- 
proaching nearer and nearer to the 
speaker, shooting off their flashlamps 
as they go. Nerve? They have bar- 
rels of it! Finally, Gus Gennerich, 
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By CHARLES J. HEALE 


Editor, Hardware Age 


personal bodyguard to the President, 
decided enough is enough and he 
routs the whole lot of them away 
from the platform. And let me tell 
you they move when Gus gets after 
them. But it is the young lad, with 
wavy hair, at the nation-wide hook-up 
control microphone who really gives 
the “go” signal and the President is 
speaking. 


—— So 


HERE is great historical, eco- 

nomic and social importance to 
the President’s public message of 
March 5. He spoke to the nation at 
large via the radio but he spoke face 
to face with American industry. He 
asked that industry help reconstruct 
the very purchasing power it needs 
to carry on. And he asked that the 
public support business which lives 
under the codes of fair competition. 
He spoke of the need for shorter 
hours, that those still unemployed 
might get into gainful occupation. 
While he was speaking, Congress was 
considering, in the House, a 30-hour 
bill. And while he was speaking, 
you knew he was asking but might 
later demand. And if you failed to 
sense this last point, the ever practi- 
cal, though not always tactful, Gen- 
eral Johnson made it quite clear. 


— HA — 


Coincident with the NRA confer- 
ence came the N. Y. Milk Price Con- 
trol decision. The U. S. Supreme 
Court decided that the State of New 
York, in an emergency, could for the 
benefit of the many, regulate the 
business practices of a few, and so 
the prices on milk will follow state 
control. Here is real precedence. 
This decision will have tremendous 
effect on the future “price regulation” 
efforts under NRA codes. March 5 


marks an important American date! 


During the sessions of the NRA 
conference, each speaker was consid- 
ered a witness. When he finished his 
formal remarks (or during his talk), 
NRA officials asked questions. These 
questions helped bring out important 
points or removed any doubt as to 
the speaker’s opinions. This was 
often necessary. Many otherwise sen- 
sible persons failed to get down to 
the point quickly and some never 
reached it at all. Speakers starting 
off with “from the rock-ribbed coasts 
of Maine, etc.,” or equivalent, were 
gently stopped. They were asked to 
speak for or against the subject on 
the table and to stop talking when 
finished with comments about that 
subject. Some of the witnesses didn’t 
like this at all. It was evident that 
their speeches had been prepared 
with great labor and loving tender- 
ness. You could almost picture some 
of them rehearsing before the wife 
and children; practicing arm ges- 
tures, pauses and emphasis. The le- 
gal men from NRA headquarters 
asked the most embarrassing ques- 
tions but the Consumer’s board rep- 
resentatives asked the most annoying 
questions. In fact, the entire Con- 
sumers department, council, etc., is 
thoroughly annoying at times. Some 
of its personnel reminds me of med- 
dling old women neighbors I have 
known. 


The complete story of the World’s 
Greatest Business Convention could 
never be told at one time, nor in one 
issue. There is too much of vital 
importance in all phases of the con- 
ference to neglect any one part. In 
this issue we present the outstanding 
features, dealing with the conference 
as a whole and with the specific prob- 
lem of price control. Other phases 
will be presented in subsequent is- 
sues. The story starts on the next 
page. 
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Photo by Underwood & Underwood 


HE World’s Greatest Business 
Convention was held in Wash- 


ington, D. C., March 5 to 8. 


1934. It was the NRA Conference of 
code authority and code committee 
members. They met the week follow- 
ing the NRA conference with the gen- 
eral public, and gathered, 4000 
strong, representing every phase of 
American business. The purpose of 
this great convention was to facilitate 
recovery activities and to work out 
a plan for eliminating the remaining 
unemployment in the country. 
Monday morning, the conference 
started with a mass meeting. Presi- 
dent Roosevelt made the opening and 
keynote address, the major part of 
which appears on the pages follow- 
ing this announcement. Thereafter, 
the conference divided into five ma- 
jor groups which met morning, after- 
noon and night. The official closing 
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Every phase of American Business represented 
by 4000 members of NRA Code Authorities who 
met in Washington, D. C.,on March 5 to 8, 1934 to 
discuss: Shorter hours, price stabilization, code 
administration problems, protection to smaller 
enterprises and some form of cost determination. 
that unemployment may decline and purchasing 


power increase. 


of the conference came Wednesday 
night with the address by Gen. John- 
son, but some of the groups held 
small meetings, on Thursday, to com- 
plete unfinished business. 

Under this group meeting plan, 
concentration on five major problems 
was possible. Group No. 1, studied 
employment problems, including: 
hours and wages, and for the first 
minimum wage status for all outside 
salesmen. In this group, the prob- 


lem of shorter hours dominated the 
discussions. The President had made 
it quite clear that some schedule of 
shorter hours was necessary and that 
industry must plan some way to ab- 
sorb remaining unemployment. From 
management came various arguments 
in opposition to shorter hours at the 
same or better wages. Spokesmen 
cited examples and reported industry 
figures. It is apparent that wide- 
spread opposition to blanket reduc- 
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lions led to a tempering of that idea. 
Gen. Johnson’s closing talk indicated 
that each industry would receive in- 
dividual study, but, at the same time. 
he definitely said shorter hours were 
necessary and would come—either 
through voluntary action by industry 
or by Congressional action. And so 
shorter hours may be expected soon 
by all producing units and, later, by 
distribution factors. 

Group No. 2, dealing with prices 
was the most important section of the 
conference from the standpoint of all 
business men. Industry went on 
record as requiring specific price 
regulation, .to be able to meet even 
existing hours and wages imposed by 
codes, with much emphasis placed 
on the “even existing.” Industry’s 
price control efforts include open 
price filing, resale price maintenance 
and price differentials. As part of 


MARCH 29, 1934 





i 


Standing: W. A. Harriman, A. D. Whiteside and Frank A. Bond 
at a Group 2 session of the NRA meetings in Washington. 


negotiations for further wage in- 
creases, with shorter hours, it is clear 
NRA will have to arrange for some 
part of the price control sought by 
manufacturers. From the start labor 
showed a willingness to consider 
price control because of its obvious 
relation to future wage and hour 
schedules. Consumer boards, and 
retail interests opposed open price 
filing and, in fact, any form of price 
regulation which might remain solely 
in control of producers. 

Group No. 3 was devoted to pro- 
duction trade practices. Group No. 
4 dealt with code administration and 
improvement, and was of especial 
interest to trade association workers. 

Group No. 5 studied small enter- 
prises and minorities, that unfair 
conditions might not be imposed 
upon them in codes. 

In the pages following this an- 


nouncement are the important parts 
of addresses by the President, Gen. 
Johnson and Donald Richberg. Mr. 
Richberg explained the significance 
of the N. Y. Milk Price Control de- 
cision and its possible relation to 
future NRA efforts on general price 
control. The outstanding appeals 
for and against price control were 
presented in Group No. 2 by Frank 
A. Bond and Dr. Paul Nystrom re- 
spectively. Their comments in full 
with their answers to questions by 
NRA officials are presented as typical 
of the study of the price situation 
during the NRA conference. A close- 
ly related plea, in the interest of 
smaller retailers, came from A. E. 
Herrnstein addressing Group No. 5. 
This is also presented with other fea- 
tures of importance to the hardware 
industry. 
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Industry Seeks “Open Price F 





HE proponents of open price filing, mostly representing 








manufacturing interests, spoke for three full days, each if 
group presenting its own individual price filing require- he 
ments. In the main, the arguments were much the same and ni 
indicated that some form of price regulation is required to per- st 
mit industry to meet even the existing hours and wage sched- m 
ules imposed by NRA codes. NRA Divisional Administrators si 
A. D. Whiteside and W. A. Harriman were joint chairmen of 
the Group 2 session which discussed “Trade Practices— h 
Price.” Each speaker was considered a witness and was ques- ’ 
tioned during and after his remarks by the two co-chairmen. b 
Here is the text of the remarks by Frank A. Bond, including 
the questions asked him and his answers, presented exactly as b 
given during the hearings. Mr. Bond is vice-president of the 
McKay Company, Pittsburgh, Pa., and chairman of the chain 
industry code authority. His contribution, and answers to e 
questions, were easily the outstanding feature of the Group 2 
sessions. The hearty applause of the audience was eloquent a 
evidence that the industry representatives present, were thor- 
oughly in accord with Mr. Bond’s statement. The previous even- 
ing Dr. Paul Nystrom, representing retail interests, opposed a 
price filing. His comments appear elsewhere in this issue. . 
—The Editors. FRANK A. BOND t 
t 
j 
Code Authority Delegates Attending Group No. 2 Sessions 
~~ e Almost Unanimous for Some Form of Price Regulation— ‘ 
— / State It Is Required If Industry Is Expected to Observe NRA \ 
[oe 7 —s ot i age Wages and Hours Schedules—Testimony of Frank A. Bond, ; 
a few who coincide with our view, | ©iven Here, Meets with Hearty General Approval and Presents 
open price filing, is absolutely vital. Typical Example of Industry’s Viewpoint on Price Filing. l 





In fact, if you eliminate that from 
our code, what do the majority of 
us have left in the code? 

In addition to the privilege of 
having open price filing, you must 
have a waiting period, otherwise, 
how can we simply comply with the 
act, as illustrated by one of the 
speakers yesterday and by Mr. Wil- 
liams last night, who have absolutely 
no way to protect yourselves from 
the recalcitrant or the chiseler, if he 
has the privilege of continuing the 
pernicious practice of quoting dis- 
astrous private prices—what chance 
do the rest of us have to do that 
which the Recovery Act asks us to 
do, and that is to prohibit and correct 
that situation, so that we may get 
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into a position that will enable us to 
pay the increased wages necessary 
to put the consuming public, which 
was so aptly stated by Mr. Richberg 
last night—it is the consuming pub- 
lic that we are so much interested in. 
If 90 per cent of the consuming pub- 
lic, or those whose annual income 
is less than $2000 a year, as stated 
yesterday, then most certainly you 
cannot create a consuming public 
until you have first given in the form 
of wages the buying power to labor 
and wage earners and salary earn- 
ers, who represent 90 per cent of the 
consuming public of the country. 
Chairman Whiteside: How will the 


open price provision and waiting 
period provide for that? How does 
it accomplish that purpose? 

Mr. Bond: The open price filing 
compels, if the wording of the code 
is properly handled, every member 
of an industry, whether a corpora- 
tion or an association, to file his 
price so that all other members of 
the industry may be aware of the 
price filed. Nothing in the code I 
have seen to date compels him to file 
any specific price, but he at least 
must advertise the fact to his com- 
petitors that he is filing a price, and 
if it is one that was done in a secret 
manner you are aware, and proper 
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steps can be taken to correct the 
situation, by meeting the situation 
or getting the business yourself, or 
if, as per other provisions in the code, 
he is selling below his cost, or per- 
niciously ruining an industry, proper 
steps can be taken through the Ad- 
ministrator’s office to correct that 
situation. 

Chairman Whiteside: How long 
have you been operating in a code 
with that provision? 

Mr. Bond: Our code was signed 
by the President on January 10. 

Chairman Whiteside: You have 
been operating about two months? 

Mr. Bond: Yes. 

Chairman Whiteside: Does it 
effect that purpose? 

Mr. Bond: Yes, sir, absolutely 
and positively. 

Chairman Whiteside: Do you peo- 
ple take your code literally? If a 
man files a low selling cost, do you 
try to get him to bring that up? 

Mr. Bond: That has not been at- 
tempted as yet, but it would seem 
to me to further accomplish the ob- 
jects of the Act that is not a far 
fetched premise; in fact, it seems 
quite logical to me that the intelli- 
gence in an industry should be pri- 
vileged to try to convert a recalci- 
trant to proper logical procedure for 
the benefit of all. 

Chairman Whiteside: Do you be- 
lieve that intelligence should be in an 
impartial agency of some kind? 

Mr. Bond: I believe, sir, and I 
am taking this opportunity to speak 
on behalf of a lot of you gentlemen 
out here, without your permission— 
it is different from the viewpoint 
expressed several times last night, 
that there is no honesty in the code 
authorities representing industries. 

I frankly and sincerely believe, 
and can speak for at least three indus- 
tries who can trust the code authori- 
ties of those industries. 

We are taking this matter serious- 
ly. It isa law. We consider ourselves 
instruments of that law, and we will 
make it hot for anybody that deviates 
from it, either on the code authority 
or off it. 
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We do not feel we need any agency 
to enable us to intelligently and hon- 
estly administer our code. 

All we ask and all anybody has 
a right to ask is an appeal to high 
authority in the administration in 
case they think or feel or know we 
have done anything that fails to jus- 
tify the trust imposed in us. 


Must Have Waiting Period 


We frankly feel without an open 
price filing system, which carries with 
it a waiting period absolutely neces- 
sary in the three industries I refer to, 
by reason of geographic location of 
various factors, the complexity of the 
price lists themselves, but a definite 
waiting period of at least ten days is 
necessary, so that you may all be 
informed of any price change det- 
rimental to you or the country’s in- 
terest. 

Chairman Whiteside: Have there 
been any price changes so far in the 
lists that have been filed? 

Mr. Bond: No, sir, no changes 
from the lists filed originally with the 
first provision of the code. 

Chairman Whiteside: Did no con- 
cern change its price after that, or 
are the prices uniform on fairly 
identical products? 

Mr. Bond: The prices are not all 
uniform. They are largely so, but 
there are a number of manufacturers 
who did not file strictly in accordance 
with the preponderance of prices 
filed. 

I might take this opportunity, Mr. 
Administrator, also to take a little 
liberty—it seems to me and to many 
of the other gentlemen here—I know 
that price filing, even though it re- 
sults in definite and absolute uni- 
formity of price is nothing different 
from what happens under the worst 
cut-throat competition conceivable. 

The only difference is that in one 
case you have a dignified price, if 
the operation of industry is intelli- 
gently handled, fair to the manufac- 
turer, fair to the laborer, fair to the 
consumer, but under the destructive 
system that we have had for the past 


three or four years you get the same 
result, because like water it always 
finds its level. The prices gravitate 
to a common level, because other- 
wise how can you sell in competi- 
tion? You might have that level on 
a dignified basis, as on the kind we 
have been enjoying for the past three 
years. 

Chairman Whiteside: Is the word 
“dignified” at all synonymous with 


“profitable” ? 


Mr. Bond: I ask you in all sin- 
cerity how can industry be expected 
to continue buying red ink, consider- 
ing the fact of the advance in price 
of red ink? We should be priv- 
ileged. It is necessary. It is not a 
privilege, in fact, it is a right to get 
back that which it costs you to pro- 
duce and distribute that article, plus 
the little extra, so that you in return 
can contribute your share for the 
expense of operating the Government, 
including the NRA. 

Chairman Whiteside: Who is to 
determine what “little” means? Have 
we any guarantee it would be kept to 
a justified level? 

Mr. Bond: I think sir, that the 
patriotism, the honesty and sincerity 
of purpose of American industry 
answers that question. We have a 
right to a reasonable profit. What 
is reasonable depends entirely upon 
the point of view. 

Chairman Whiteside: Do you think 
all concerns in every industry should 
make a profit? 

Mr. Bond: If they cannot make a 
profit they have not any right to be 
in the industry. 

Chairman Whiteside: How could 
they help being in industry if profit 
were predetermined, and all con- 
cerns were to make a profit on a dig- 
nified price level? 

Mr. Bond: They would not make 
the same profit. The profit would 
vary in accordance with the efficiency 
of the operator. 

Chairman Whiteside: There are 
inefficient operators, have been in 
the past, that did not make a profit 
under any circumstances. Could 
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they still exist, or would they oppose 
the price level filed? 

Mr. Bond: If I might make a sug- 
gestion, it seems to me—this is mere- 
ly a personal expression—that if you 
want to make the price filing what 
it should be in the opinion of the 
majority of industry, it should be a 
compulsory arrangement that a man 
must file his price, and if after some 
sensible, reasonable form has been 
devised, to determine what are rea- 
sonable prices, that any pernicious 
minority or recalcitrants, chiselers, if 
they fail to come up to that level, if 
an honest vote of the industry indi- 
cates they should, they should be com- 
pelled to by the Administrator. 

Chairman Whiteside: Would you 
not in those circumstances leave a 
certain percentage of your concerns 
out of business under any conditions? 

Mr. Bond: It is a question to my 
mind whether it is best to leave out 
certain inefficients, or allow the in- 
efficient to put out the efficients. 

Chairman Whiteside: Do you be- 
lieve in the principle of the survival 
of the fittest, with proper regulation? 

Mr. Bond: Yes. 

Chairman Whiteside: And you feel 
this method. would regulate that fair- 
ly? 

Mr. Bond: I do. 

You have already drawn out of 
me what I had to say. I had made 
a special note that you must in a 
program of this kind be very careful 
to watch increase in prices. Try and 
conform to the spirit of the times 
and necessity of the situation as 
asked for by our wonderful Presi- 
dent yesterday, to absorb insofar 
and as long as it is possible the in- 
creases in labor, so that you might 
distribute in the form of money re- 
gardless of the number of hours, so 
that as consumption increases and 
our production increases, we may 
then enjoy some of the fruits accom- 
panying decreased costs through in- 
creased operations, and then at some 
certain time you must necessarily 
increase your cost, you absorb cer- 
tain unavoidable increases that the 
pyramiding of such a program of 
increased wages is necessarily found 
to bring upon us. 

Chairman Whiteside: Do you sell 
any consumer goods or industrial 
goods entirely? 

Mr. Bond: We sell both industrial 
and consumer goods, but—I am tak- 
ing the liberty again of injecting a 
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thought in respect to the two speakers 
who represented the retail code au- 
thority—I venture a great many, if 
not a majority of industry in this 
room today represented does not sell 
directly to the retailers. We sell 
through other channels of distribu- 
tion prior to and ahead of the retail- 
er. We also sell, of course, to each 
other, not as a primary factor, as | 
first mentioned, if "we produce an 
article out of steel, we first have to 
buy that from the steel producer. 
We, therefore, are his customer. 


In The Steel Code? 
Chairman Whiteside: Do you ad- 


vocate the open price, with waiting 
period in the steel code, for instance? 

Mr. Bond: Positively and ab- 
solutely, sir. 

Chairman Whiteside: In other 
words, you are quite willing to have 
your suppliers use the same method 
which you expect to have in distribut- 
ing to your consumer ? 

Mr. Bond: I do, sir. 

So once again I am going to take 
the liberty and ask you gentlemen to 
not overlook this opportunity to try 
and inveigle the Administrators in 
giving you a chance to say your say, 
to say if you agree with me, and the 
more of you that get a chance to say 
your say, the better chance we have 
to retain in our code something that 
means something to industry. 

We are willing to do our share 
plus, but in return we are entitled 
to something. Here is a chance to 
get it, if the Administrators will be 
as courteous to you as they have been 
to me. 

Chairman Whiteside: I thought 
we made this perfectly clear at the 
outset, that there are very few op- 
ponents to the price provision that 
filed requests to speak, and we gave 
them far more time than seemed to 
be necessary to bring out their entire 
viewpoint as clearly as possible. The 
ones that are speaking now have more 
recently requested permission to 
speak, and for that reason they will 
speak a shorter time and will speak 
more often, and will finish it up as 
quickly as possible, but nobody will 
be denied the right to speak. 

Chairman Harriman: Does your 
code authority object to the prices 
becoming known to the purchasers 
at the time of filing, or at the effec- 
tive date? 


Mr. Bond. I rather believe we 
would object to that. 

Chairman Harriman: Why? 

Mr. Bond: For the simple reason 
that a chiseler would have an oppor- 
tunity to file a cut price with a buyer 
ten days prior to the knowledge on 
behalf of the rest of the industry 
that intended to file such a price. 
It has been done. 

Chairman Harriman: Does your 
code authority object to a provision 
for filing with an impartial body, not 
necessarily the NRA or Government, 
rather than the code authority? If 
you are unwilling to have the public 
know it, are you willing to have an 
impartial body know it, or the NRA? 

Mr. Bond: No, we have no objec- 
tion to anybody knowing it except 
that we feel the industries I represent, 
and I believe I voice the opinion 
of a great majority of industry, that 
we are best qualified to handle that 
particular situation in conjunction 
with the rest of the code ourself. 

Chairman Harriman: Would you 
object to the inclusion in the codes 
similar to yours of a provision that 
if there is complaint and on investiga- 
tion substantial color to that com- 
plaint, that as a result of the open 
prices, excessive prices are the order 
of the day, that the NRA have the 
privilege, or have the right to sus- 
pend, during the period of investiga- 
tion, the open price provisions for 
the particular articles or products 
against which that complaint has 
been lodged? 

Mr. Bond: I feel that that is again 
being convicted without a trial. You 
should not suspend anything merely 
upon the registering of a complaint. 

Chairman Harriman: You did not 
understand me. I said a complaint 
and after preliminary investigation a 
belief on the part of the Adminis- 
tration that the matter requires or 
needs full investigation, and then the 
suspension to be for a period only, 
giving the Administration a chance 
to investigate fully and develop 
whether open prices in that particu- 
lar line have resulted in excessive 
prices. 

Mr. Bond: Personally, I would say 
that it is absolutely fair and just. 
providing, of course, that a prelim- 
inary investigation has been sincerely 
and honestly made before the sus- 
pension becomes effective. 

Chairman Harriman: This is a 

(Continued on page 73) 
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The Effect of Selling Terms 
on the Small Merchant 


Told by A. E. Herrnstein, Chillicothe, Ohio, Hardware Mer- 
chant and Member of National Retail Code Authority—Favors 
Uniform “2%, 10 Days’? Cash Discount Basis—Urges NRA 


Formula to Prevent Secret Rebates. 


R. HERRNSTEIN said that 
his subject was selling 
terms in which he included 


“the very prices quoted regularly on 
merchandise, and any price fixing 
or differentials that are established, 
or any quantity discounts offered, 
all secret rebates, price discrimina- 
lion or special lots of goods on mer- 
chandise which is manufactured when 
the grade, quality, or weight or size 
is changed from regular, together 
with those provisions commonly con- 
sidered as belonging in terms as cash 
discounts, terms of free credit or con- 
signment of goods—as I say, all of 
these are included in selling terms. 

“Cash discounts, according to my 
information, as written into codes, 
have a very serious effect upon small 
firms, such as retailers, whether these 
selling terms be to small industries 
or by the small industry. 

“It is our theory and desire, in 
the establishment of the final read- 
ing of the selling terms in this 
planned economy program, that no 
provision be written or be allowed to 
remain in any of the codes which will 
result in unnecessarily high prices 
to the consumer and at the same time 
they should be so simple that no 
chance could enter into the terms 
so that there could exist a secret re- 
bate of any kind. 

“This subject covers a large field, 
and I am going to interject the size 
of our industry and the authority 
which I represent. 

“The National Code Authority, as 
stated here yesterday, represents 
1,200,000 stores and upwards of 
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A. E. HERRNSTEIN 





discussion by Group No. 5 of the NRA code conference. 


DP canis of small enterprises was the subject under 


Much of this group’s study related specifically to smaller 
units of industry, such as saw mills, machine shops, etc., and 
dealt with their hours and wage schedules, credit facilities, etc. 
Of particular interest to the hardware industry are the com- 
ments given to this group by A. E. Herrnstein, Chillicothe, 
Ohio, a member of the National Retail Code Authority, repre- 
senting the N.R.H.A. He is a past president of the Ohio Hard- 
ware Association and a well known retail convention par- 
ticipant. Mr. Herrnstein’s comments included various aspects 
of problems involved in selling terms and is given here with 
his answers to questions by Chairman Armin W. Riley, Divi- 
sional Administrator, NRA, in charge of Group No. 5 sessions. 


—The Editors. 





6,000,000 employees and our volume 
for 1933 was in excess of $10,000,- 
000 of sales. To this body some ad- 
ditions are being made. 

“Now this group is known as the 
group of small industries and minori- 
ties and is for the most part not in 
the same position as the retailers are. 
However, our interests are joined 
with you who are manufacturing, and 
our problems are the same or simi- 
lar. 

“Now, briefly regarding cash dis- 
counts, you may disagree with me 
when I make the statement that the 
cash discount is a simple problem 
of mathematics. Further than that. 
it is only a premium, since the cash 
discount is a problem of mathematics. 
It is said that as soon as the per cent 
offered in that cash discount is out 
of the proportion, exactly when that 
percentage is high, if it is too high, 
it ceases to be a cash discount and 
becomes a trade discount. 


“As a group we have little or no 
sympathy for the fight that is being 
made to retain the cash discount of 
6, 8, or 10 per cent for 10 days, and 
we cannot for a moment be intrigued 
into the idea that the reduction of 
such discounts to 2 per cent, 10 days. 
will create the necessity for a most 
costly change in accounting methods. 

“We do, however, support the ob- 
jections of this same group when 
they submit a proof, as they have 
done, that the change from 10 to 
21% per cent, 10 days, is not sup- 
ported by the manufacturer. With 
a corresponding lower invoice cost 
on such items, unwarranted price 
advances of this sort to the retailer 
by the manufacturer will undoubt- 
edly lead to having that stigma of 
profiteering planted with both feet 
on the shoulders of the blameless 
retailer. We want to give no cause 
or chance for the cry of profiteering 


(Continued on page 57) 








One thing is certain — 


WeAreNot 


Photo by Harris & Ewing 





The President’s Message: 


HE National Industrial Recovery Act was drawn with the great- 
est good of the greatest number in mind. Its aim was to increase 
the buying power of wage earners and farmers so that industry, 
labor and the public might benefit through building up the market for 


farm and factory goods. 


Employer, wage earner and consumer 


groups are all represented on its boards with the government; all three 
groups with the government must have the interests of all the people 


as their main responsibility. 


What we seek is balance in our 
economic system—balance between 
agriculture and industry and balance 
between the wage earner, the employ- 
er and the consumer. We seek also 
balance that our internal markets be 
kept rich and large, and that our 
trade with other nations be increased 
on both sides of the ledger. 

You and I are now conducting a 
great test to find out how the busi- 
ness leaders in all groups of industry 
can develop capacity to operate for 
the general welfare. Personally I 
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am convinced that with your help 
the test is succeeding. 

The very conception of NRA fol- 
lows the democratic procedure of 
our government itself. Its theory of 
self regulation follows the American 
method rather than any of the experi- 
ments being tried in other nations. 
The very fact that you have been in 
Washington to criticize and to dis- 
cuss the way NRA is working out is 
sufficient proof of this point. 

There are some people, of course, 
who do not think things through; 


as, for example, the man who com- 
plained in one of yesterday morn- 
ing’s papers that criticism was held 
to be unpatriotic. Let me put the 
case so clearly that even his type 
will understand. If we admit that 
the government has a specific prob- 
lem to solve and undertakes to do it 
in a specific way, the critic is un- 
patriotic who contents himself with 
loudly proclaiming that that way, 
that method is no good; that it won’t 
work; that it is wrong to do this. This 
critic contributes nothing—he is not 
constructive; he is unpatriotic be- 
cause he attempts to destroy without 
even suggesting a way to build up. 
On the other hand, the critic is 
patriotic whether he be a_ business 
man, a worker, a farmer or a pol- 
itician if he says, I don’t like the 
methods you are using to solve the 
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problem: I believe it would be far 
better if we were to use the following 
alternate method, and thereupon out- 
lines for the benefit of his neighbor 
and his government a helpful pro- 
posal. 

In this great evolution through 
which we are passing, the average 
American is doing splendid service 
by coming back at the captious critic 
and saying to him, “Well, old man, 
and what do you suggest?” One 
thing is very certain, we are not go- 
ing back either to the old conditions 
or to the old methods. 

And now to be more specific in 
regard to NRA itself. You have set 
up representative government in in- 
dustry. You are carrying it on with- 
out violation of the constitutional 
or the parliamentary system to which 
the United States has been accus- 
tomed. Your industrial groups are 
composed of two parts—labor and 
management; and the government is 
a participant in this organization in 
order to carry out this mandate of 
the law, “To promote organization in 
industry for the purpose of coopera- 
tive action in trade groups and to 
induce and maintain united action 
of labor and management under ade- 
quate government sanction and 
supervision.” Somebody, of course, 
must strike the equitable balance be- 
tween conflicting interests and espe- 
cially must protect the third group— 
the consumer—and that word “con- 
sumer” means the whole American 
people. 

That group has also been in Wash- 
ington, invited to come here and to 
make known publicly ariy complaint 
as to the effects of any of the codes. 
I am sure it will hearten you to know 
that the great majority of the com- 
plaints were directed not at the codes 
but at errors and omissions in what 
has been done under codes. The 
great bulk of complaint or criticism 
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the Old Conditions or Methods 


—From the President’s Message to NRA Conference 


of the Recovery Act does not go to 
the Act itself or to its basic prin- 
ciples, but rather to the details of 
mere method. In this we should feel 
encouraged and heartened that we 
are on the right track and can go 
forward. 

In working out the balance on a 
national scale, of which I have spok- 
en before, we can list certain imme- 
diate objectives. I spoke last June 
of the fact that wage increases will 
eventually raise costs but I asked 
that management give first considera- 
tion to increasing the purchasing 
power of the public. I said, “That 
is good economics and good business. 
The aim of this whole effort is to 
restore our rich domestic market by 
raising its vast consuming capacity.” 
Complaint has been made of a few 
industries and of some companies 
that they have not followed this sug- 
gestion, and evidence brought for- 
ward shows that in some cases these 
complaints are justified. What I 
said was true in June and it is true 
now. The first task of industry to- 
day, as it was then, is to create con- 
suming power. 

We must remember that the bulk 
of the market for American industry 
is among the 90 per cent of our 
people who live on wages and sal- 
aries and only 10 per cent of that 
market is among people who live 
on profits alone. No one is opposed 
to sensible and reasonable profits, 
but the morality of the case is that 





a great segment of our people are in 
actual distress and that as between 
profits first and humanity afterwards 
and humanity first and profits after- 
wards, we have no room for hesita- 
tion. With millions still unemployed 
the power of our people to purchase 
and use the products of industry is 
still greatly curtailed. It can be in- 
creased and sustained only by striv- 
ing for the lowest schedule of prices 
on which higher wages and increas- 
ing employment can be maintained. 

Therefore, I give to industry today 
this challenge: It is the immediate 
task of industry to reemploy more 
people at purchasing wages and to 
do it now. Only thus can we con- 
tinue recovery and restore the bal- 
ance we seek. It is worth while 
keeping in the front of our heads 
the thought that the people in this 
country whose incomes are less than 
$2,000 a year buy more than two- 
thirds of all the goods sold here. 
It is logical that if the total amount 
that goes in wages to this group of 
human beings is steadily increased, 
merchants, employers and investors 
will ir. the long run get more income 
from the increased volume of sales. 

I want to speak for a moment di- 
rectly to the public. In my initial 
statement of policy, I said: 

“Finally, this law is a challenge 
to our whole people. There is 
no power in America that can 
force against the public will such 
action as we require. But there 
is no group in America that can 
withstand the force of an aroused 
public opinion. This great coop- 
eration can succeed only if those 
who bravely go forward to restore 
jobs have aggressive public sup- 
port and those who lag are made 
to feel the full weight of public 
disapproval.” 

You all know what happened. We 
gave you the Blue Eagle as a symbol 
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Its display in a 
shop or factory window, or upon a 
garment, or product, or delivery 
wagon, informed you that the firm 
with which you were dealing was 
doing its part in this great National 
cooperation to defeat depression. For 
the first .time—so far as I know— 
all of the people in this country were 
given a part in making a law ef- 
fective. 


of cooperation. 


This is a law for the public bene- 
fit. Obviously an employer who 
pays Blue Eagle or Code wages can- 
not compete with an employer who 
does not. It is therefore common 
sense for the consuming public in 
their own interests, as well as for 
labor and for industry, to join in 
seeing to it that the few who think 
only of selfish gain be made to play 
the game with the overwhelming ma- 
jority. 

Every examination I make, and all 
the information I receive, lead me to 
the inescapable conclusion that we 
must now consider immediate cdop- 
eration to secure increase in wages 
and shortening of hours. I am con- 
fident that your deliberations will 
lead you also to this conclusion. Re- 
duction in hours coupled with a de- 
crease in weekly wages will do no 
good at all, for it amounts merely to 
a forced contribution to unemploy- 
ment relief by the class least able 
to bear it. I have never believed 
that we should violently impose flat, 
arbitrary and abrupt changes on the 
economic structure but we can never- 
theless work together in arriving at 
a common objective. The Govern- 
ment cannot forever continue to ab- 
sorb the whole burden of unemploy- 
ment. The thing to do now is to 
get more people to work. Your self- 
governing groups are not here to 
devise ingenious plans to circumvent 
the purposes of the Act. You are 
here in a patriotic spirit to effect 
these purposes. With few exceptions 
industry will give wholehearted com- 
pliance. It is only in the case of rare 
exceptions where industrial self-gov- 
ernment may fail that the Govern- 
ment itself must and will under the 
law move firmly and promptly to 
prevent failure. 

Under the code system you and I 
are aware that experience must be 
the guide for the working out of 
difficulties and the prevention of 
abuses. For example, you on code 
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First. 


industries. 


crease in hourly wages. 


effective compliance. 
out racketeering and abuse. 


among various codes. 


authorities. 





General Johnson's 
Twelve Point NRA Program 


A more uniform and equitable rule of national price 
stabilization in those cases where necessary to maintain wages 
at a decent standard against the certain results of predatory 
and cut-throat competition, and new insurance against in- 
creases of prices over increase of purchasing power. 


Second. A more effective rule on costs for the purpose of 
maintaining rules against sales below costs of production. 


Third. Uniformity of wages and hourly rates in competitive 


Fourth. Uniform classification of areas for the purpose of the 


North and South differentials. 
Fifth. Further reductions in hours per week and further in- 


Sixth. Certainty of protection against monopoly control and 
oppression of small enterprise, and, especially, the inclusion in 
codes of adequate buying (as well as selling) provision to 
guard against oppression of small business. 


Seventh. A much-improved method for securing prompt and 
Eighth. A safe method of financing code administration with- 
Ninth. Elimination of inconsistent or conflicting provisions 
Tenth. Adequate labor and consumer representation in an 
advisory capacity on code authorities. 


Eleventh. Uniformity of Governmental representation on code 


Twelfth. Wider use of mechanism for settling labor disputes 
in connection with code administration. 








authorities are your industrial broth- 
er’s keeper and especially are you 
the keeper of your small industrial 
brother. We must set up every safe- 
guard against erasing the small op- 
erator from the economic scene. 
Many years ago anti-trust laws were 
passed and one of the primary rea- 
sons for their enactment was the pro- 
tection of the little fellow against 
the big fellow. In many cases these 
laws failed to protect the little fellow. 
We do not want to maintain that 
condition. The essential provisions 
of the codes should check or reverse 
competitive methods by which the 
small business man was or is being 
squeezed out. 

These same anti-trust laws must 
continue in their major purpose of 





retaining competition and_prevent- 
ing monopoly: it is only where these 
laws have prevented the cooperation 
to eliminate things like child labor 
and sweat shops, starvation wages 
and other unfair practices that there 
is justification in modifying them. 
One more subject I call to your 
special attention. The law itself has 
provided for free choice of their own 
representatives by employees. Those 
two words “free choice” mean just 
what they say. It is obvious the Gov- 
ernment itself not only has the right 
but also the duty to see, first, that 
employees may make a choice and, 
secondly, that in the making of it 
they shall be wholly free. I ask 
that the letter and spirit of free 
choice be accorded to its workers by 
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‘very corporation in the United 
States. 

We have been seeking experience 
in our first eight months of code 
making; for that same reason we 
have been tolerant of certain misun- 
derstandings even when they result- 
ed in evasions of the spirit if not 
of the letter of the law. Now we 
are moving into a period of admin- 
istration when that which is law 
must be made certain and the letter 
and the spirit must be fulfilled. We 
cannot tolerate actions which are 
clearly monopolistic, which wink at 
unfair trade practices, which fail to 
sive to labor free choice of their 
representatives or which are other- 
wise hostile to the public interest. 

In a word, we cannot tolerate 
abuses of economic power—abuses 
against labor, abuses against employ- 
ers or abuses against the consuming 
public, whether they persist either 
with the aid of codes or despite their 





prohibitions. This does not mean 
that we can at once make perfect 
many hundred codes covering the 
major trades and industries of the 
Nation, nor that we can get a mark 
of perfection in a day or a month. 
It does mean that we have arrived 
at the time for taking stock for cor- 
recting manifest errors, for rooting 
out demonstrated evils. 

One year ago we were suffering 
and shrinking under economic pres- 
sures so intolerable that collapse was 
at hand. We had arrived at the day 





The New Deal's Balance Sheet 


The National City Bank of New York has published a table of figures 
which ought to console a lot of people who are worried about the New Deal’s 


dollars-and-cents outlook. 


This table shows comparative profits or losses rolled up in thirty-seven 


major industrial groups in the years 1932 and 1933. 


It’s worth running 


through rather carefully, we think. The letter D means that old 1932 devil 
Deficit; figures without a D mean profits. 


Number of Net Profits 
Concerns—Industry 1932 1933 
7 Agricultural Im- 
plements ...... $15,375,000D $8,645,000D 
10 Amusements ..... 2,686,000D 1,252,000D 
PO” eae 7,648,000D 1,790,000 
9 Automobiles ..... 13,905,000D 90,127,000 
29 Auto Accessories.. 10,959,000D 829,000D 
Re BO cccnancees 27,008,000 23,620,000 
35 Building Materials 12,920,000D 6,192,000D 
13 Chemicals ....... 34,798,000 53,511,000 
11 Coal Mining...... 304,000 2,702,000 
16 Confections, Bev- 
OTE 2,996,000 10,556,000 
86 Cotton Mills...... 8,478,000D 7,813,000 
10 Drugs, Sundries.. 13,044,000 12,680,000 
23 Electrical Equip- 
eee 8,847,000D 3,196,000D 
37 Food Products.... 44,025,000 52,711,000 
19 Household Supplies 8,950,000 14,441,000 


35 Iron, Steel....... 138,920,000D  64,226,000D 
50 Machinery, Tools. 20,341,000D 10,195,000D 
18 Meat Packing.... 2,059,000D 22,347,000 
17 Merchandise, Chain 


Rees 41,683,000 58,769,000 
12 Merchandise, Dept. 
re 8,964,000D 98,000 


There we have the balance sheet 





Number of Net Profits 
Concerns—Industry 1932 1933 
25 Merchandise, 
Wholesale ..... $4,868,000D $7,482,000 
18 Mining, non - fer- 
TOUS. cecccccece 2,091,000 11,051,000 
7 Paint, Varnish... 1,008,000 5,928,000 
20 Paper and Prod- 
SN. aitib.e- ht-0-0:000 319,000D 3,637,000 
26 Petroleum ....... 10,531,000 16,852,000 
12 Printing, Publish- 
OE naxdedscewen 6,520,000 1,550,000 
15 Railway, Equip- 
Ferre 16,349,000D 11,314,000D 
10 Real Estate...... 379,000D 642,000D 


14 Rubber Tires, etc. 3,052,000D 10,722,000 


BE BROS: vcccscsccsccs 3,206,000 12,240,000 
16 Silk and Hosiery. 2,145,000D 2,687,000 
rae 1,573,000 3,140,000 
Bl TORIES 6. cncces 12,187,000D 11,193,000 
BO TOMOCGO. ..2..6s0u 71,029,000 51,779,000 


2 . er 9,795,000D 
102 Misc. Manufactur- 

_ aaa 17,520,000D 46,201,000 

54 Mise. Services.... 3,148,000 3,034,000 


Totals .....$45,802,000D $440,643,000 


8,473,000 


on the New Deal’s first year. It totals 


up to a net deficit for America’s major industries in 1932 of almost $46,- 
000,000, as against a net profit in 1933 of $440,000,000. 

These figures show that the New Deal in its first year began making 
money not only for labor and agriculture but for large and important ele- 
ments of business; that it began paying its own way, by and large, from the 


start. 


We think a lot of industrial critics of the New Deal would do well to stop 


squawking and pay more attention to 
New Deal is opening up for them. 
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cultivating the new home markets the 


—The New York Daily News. 


to make our choice. We made that 
choice. The American people re- 
sponded to the call for action with 
eager enlistment—enlistment in the 
struggle against ruthless self-seeking, 
reckless greed and economic anarchy. 
We undertook by lawful, constitu- 
tional processes to reorganize a dis- 
integrating system of production and 
exchange. 

The methods and details of that 
reorganization may and will change 
from year to year but it is very cer- 
tain that the American people un- 
derstand that the purpose of the re- 
organization was not only to bring 
hack prosperity. It was far deeper 
than that. The reorganization must 
be permanent for all the rest of our 
lives in that never again will we 
permit the social conditions which 
allowed the vast sections of. our pop- 
ulation to exist in an un-American 
way, which allowed a maldistribution 
of wealth and of power. 

The willingness of all elements 
to enter into the spirit of the New 
Deal becomes more and not less evi- 
dent as it goes on. As an example, 
I have just received a telegram from 
Mr. Francis M. Law, the president 
of the American Bankers Associa- 
tion. In it he said: “On this your 
first anniversary please allow me in 
behalf of the country’s banks to ex- 
press our full confidence and our 
sincere desire to cooperate in your 
courageous efforts to bring about re- 
covery. . . . The banking structure 
of the country is sound and liquid 
and banks have never been in 
stronger position to function effec- 
tively. Conditions have improved to 
the pojnt where it is no longer neces- 
sary for banks to be super-liquid. . . . 
There is a definite call now for banks 
not to extend loose credits or to make 
improper loans but for a most sym- 
pathetic attitude’ toward legitimate 
credit needs and for a recognition of 
responsibility for their proper and 
vital part in the program of re- 
covery.” 

Think back exactly one year ago 
today. You know where the banks 
stood at that time; you know where 
your own business stood. That tele- 
gram is a living illustration of the 
progress we have made. Let us con- 
solidate our gains and let us resolve 
that that consolidation shall be for 
the continued progress and especially 
for the greater happiness and well- 
being of the Amcrican people. 












DR. PAUL NYSTROM 
Vice Chairman National 
Retail Code Authority 


HE Open Price Policy dis- 
cussed here is the requirement 
already set down in 50 or more 
industrial codes requiring the filing 
of all prices and other conditions of 
sale with the Industrial Code Au- 
thorities or other offices designated 
by such respective industries. 

Some of these codes require that 
such prices and terms of sale shall 
be filed several days before they may 
go into effect. Others do not. Pro- 
vision is also made for publication of 
all such prices and terms of sale in 
such form as to make them avail- 
able to all competitors who are mem- 
bers of the same trade association or 
code authority. 

Chairman Whiteside: Do you re- 
fer to all open price provisions? 

Dr. Nystrom: All open price pro- 
visions; yes, sir. 

Chairman Whiteside: The report- 
ing of prices? 

Dr. Nystrom: The reporting of 
prices because, Mr. Whiteside, the 
purpose of open price reporting is 
essentially what I have stated here, 
some degree of market price control. 
The fact that this reporting does not 
always result in market price con- 
trol does not seem to me te be a 
point that is of primary importance 
except insofar, let us say, as a man 
with dangerous intent might have a 
gun and go out and miss the object 
he shoots at, and that does not mean 
he should be deprived of the gun. 

Chairman Whiteside: We _ will 
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R. PAUL NYSTROM first entered the NRA code arena 
last summer as the spokesman for limited price variety 
stores such as Woolworth, Kresge, Grant, etc., during 

the basic retail code public hearings. He is now vice-chairman 
of the National Retail Code Authority. In registering this pro- 
test against “open price” practices he stated his comments had 
the complete approval of that body and specifically mentioned 
endorsement of the retail hardware representatives which pre- 
sumably means the approval of the National Retail Hardware 
Association. It is clear that the NRA Consumer’s board 
agrees with Dr. Nystrom’s protest as representatives of that 
NRA group several times indicated opposition to “open price” 
policies. Labor advisors who have previously been against 
most forms of price control show a willingness to consider and 
discuss price regulation, apparently recognizing its relation to 
profitable operations and the maintenance of employment at 
good wages. Dr. Nystrom spoke to the opening session of 
Group No. 2, at which NRA Divisional Administrators A. D. 
Whiteside and W. A. Harriman presided. 

These co-chairmen asked each speaker many questions during 
and following his formal remarks. The statements, questions 
and answers covering Dr. Nystrom’s testimony are presented 
here as given in Washington. The next day, Frank A. Bond 


Retailers Oppose 


and other speakers, representing manufacturing interests spoke 


in favor of “open price.” 


where in this issue. 


Mr. Bond’s comments appear else- 


—The Editors. 





Dr. Paul Nystrom, Representing National Retail Code Author- 
ity, Declares Such Practices Will Load Prices With Manufactur- 
ers’ Profits, Eliminate Free Competition and Make Prices to 
Consumers Unreasonably High, Protecting Manufacturers 
Without Regard to Their Efficiency or Inefficiency. 


speak now of past sales with the 
privilege of changing on notice. 

Dr. Nystrom: If such price quota- 
tions may be gathered together by 
an official organization or body not 
primarily interested in the economic 
interests of the industry, then by all 
means that is a different sort of a 
problem and I would be for it. 

Chairman Whiteside: You mean 
an impartial agency or impartial 
group employed by the code author- 
ity? 

Dr. Nystrom: I should be afraid 


of the employment factor. If it were 





selected by the Government, yes, I 
should be for it. 

We already have the gathering of 
price statistics in many lines. I 
think, on the whole, they are very 
beneficial. Such price statistics, how- 
ever, are open to everybody. They 
are opened for the benefit of the pub- 
lic, not necessarily consumers alone 
but the public in general, and those 
are beneficial, but price statistics that 
are gathered by an industry for the 
benefit of that industry in some way 
or other, sooner or later are going 
to be used for the benefit of that in- 
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dustry and that is the point I wish 
to make. 

Chairman Whiteside: If we have 
no open price provisions, I would in- 
fer we would have secret prices. Am 
I correct? 

Dr. Nystrom: Yes, Mr. Whiteside, 
if you will permit me to use private 
prices instead of secret prices. 

Chairman Whiteside: Did the 
situation which arose through our 
competitive system have to do with 
secret prices—was that one of the 
fundamentals that brought about 
demoralized competitive conditions? 

Dr. Nystrom: Well, yes, by way 
of a point way down the long list 
of things, I should be very happy to 
say yes to that. 

Chairman Whiteside: Are the 
members of the code authority gen- 
erally large concerns or small con- 
cerns? 

Dr. Nystrom: Well, there are, I 
assume, Mr. Whiteside, from my own 
observation— 

Chairman Whiteside: Pardon me, 
I mean of the retailers. 

Dr. Nystrom: The National Retail 
Code Authority represents all classes 
of retailers, large and small. 

Chairman Whiteside: You mean 
the small concerns are represented 
directly by members of the concern 
or officers of the corporation? 

Dr. Nystrom: Yes. 

Chairman Whiteside: On the retail 
code authority, the national author- 
ity? 

Dr. Nystrom: We have retail own- 
ers on the retail code authority, yes. 

Chairman Whiteside: I mean of 
small stores. I am just trying to 
bring out the point whether you are 
reflecting the viewpoint of the large 
store or the small store? 

Dr. Nystrom: Well, there are 
some of these associations that con- 
tain practically no large stores as, 
for example, the hardware trade or 
the furniture trade or the clothing 
trade, the music trade. These are all 
small stores. That is to say there 
may be an occasional store that does 
$100,000 of business, or even more 
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than that, but by far, most of them 
have fewer than five employees. I 
talked with the representative of the 
hardware trade this morning and he 
made the statement yesterday that 
80 per cent or 85 per cent of the 
hardware members of his association 
had five or fewer employees. 

Chairman Whiteside: Are you 
speaking in behalf of the hardware 
and music and all those? 

Dr. Nystrom: This is for and by 
the authority of the entire National 
Retail Code Authority and with the 
understanding that everything I am 
saying here is with their desire. That 
is right. 

Chairman Whiteside: What I am 
getting at is, who would benefit most 
from secret prices, the large concern 
or the small concern? 


Secret Prices 


Dr. Nystrom: Well, now, that you 
have all had your day on that bit of 
applause, may I answer it by saying 
the secret price is as prevalent among 
the small dealers who have pet 
projects and that sort of thing as the 
big dealers. Now, laugh that off. 

Chairman Whiteside: Secret prices, 
are they generally trading prices or 


fixed prices? 


Dr. Nystrom: Usually trading 
prices because these kinds of prices 
are made in trades in which there are 
not public exchanges. 

Chairman Whiteside: When a 
trade is in effect, does the large 
trader have the advantage over the 
small trader? 

Dr. Nystrom: Yes, in some re- 
spects, in many respects. 

Chairman Whiteside: Well, what I 
am getting at is, would a large store 
with a tremendous purchasing power 
be in a better position to trade on a 
secret market or on an open market 
to the disadvantage of a small com- 
petitor? 

Dr. Nystrom: I do not think that 
can be answered definitely “yes” or 
“no,” Mr. Whiteside. 

There are today in the United 


States, let us say in the food and 
grocery field, 90,000 retail grocers, 
independent retail grocers who are 
combined in so-called voluntary 
chains, buying associations, as 
against 65,000 chain stores in the 
same field. Furthermore, Mr. White- 
side, in every private arrangement, 
every private price arrangement, 
there are two parties, the seller as 
well as the buyer, and the seller who 
enters into an arrangement undoubt- 
edly has his reasons for making that 
price and a private price as much 
as the buyer has. 

Chairman Whiteside: Is the rea- 
son primarily to get the order and 
make a profit? 

Dr. Nystrom: Yes, probably so, 
yes. 

Mr. Chairman, ladies and gentle- 
men, I think the statement truly can 
be made that the retailers of this 
country are tremendously interested 
in seeing the NRA succeed. While I 
can only speak officially for the re- 
tail trades represented in the Na- 
tional Retail Code Authority, I think 
the statement is true for all other re- 
tail trades as well. The retail trades 
that are now combined in the Na- 
tional associations under the National 
Retail Code Authority, came to 
Washington very early after the NRA 
Act had been passed, seeking to co- 
operate to the best of their abilities 
with the NRA in establishing a code 
covering their own activities, and 
perhaps they were somewhat unique. 
I think there are other instances, but 
not many, in which they sought, but 
few, if any, provisions under fair 
trade practices, and if I may add 
those that they did seek, some of 
them at least, have not yet been 
passed, but in any case the number 
of things that they have asked for 
under the heading of fair trade prac- 
tices have been a minimum. 

Now, the problem arises in con- 
nection with the codes, provisions in 
other codes, that have been drawn 
up since last summer, many provi- 
sions affecting not only labor and 
consumer and other industries but 
the distributing trades as well, and 
you are here considering tonight the 
effects of the open price policy 
which, let us say, is the requirement 
set down already in about 50 indus- 
trial codes requiring the filing of 
prices and other conditions of sale 
with the industrial code authorities 
or other officials designated by such 

(Continued on page 49) 
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The New York Milk “Price Control’| D 
and the Constitutionality of NRA 


Mr. Richberg Speaking: 
EFORE this conference is dissolved it might be helpful to all 


concerned to consider the effect upon the industrial recovery 
program of that far-reaching opinion which was handed down 
by the Supreme Court on the very day when this conference began. 
Assuming that only a minority of this audience are lawyers, let me 
explain briefly the nature of the case before the Court and what was 


decided. 


Under a Statute of the State of New York a Milk Control Board 
was established which fixed 9 cents as the price to be charged by a 


store for a quart of milk. 


As an evasion of the law, a grocery store 


proprietor in Rochester sold 2 quarts of milk with a 5-cent loaf of 


bread for 18 cents. 


He was convicted of violating the law and the 
highest court of New York upheld the conviction. 


He claimed that 


under the Fourteenth Amendment the State had no right to fix the sell- 
ing price of milk; and so he appealed to the Supreme Court of the 


United States. 


His conviction was affirmed upon a majority opinion 


delivered Monday (March 5, 1934) by Mr. Justice Roberts. 


Mr. 


Justice McReynolds wrote a dissent in which three other justices 


joined. 


The case involved the power of a 
State—not the power of the Federal 
Government. But the constitutional 
objection that price fixing deprived 
the storekeeper of liberty and prop- 
erty without due of law 
might also be raised against any 
similar Federal action in the field of 
Federal authority. 


process 


Therefore, although the case 
does not involve all the constitu- 
tional questions which might be 
raised concerning the constitu- 
tionality of the Industrial Recov- 
ery Act or the validity of its ad- 
ministration, it does answer com- 
pletely a great many objections 
which have been raised about the 
constitutionality of the recovery 
program and the validity of its 
administration. 


In the first place, this case, entitled 
Nebbia vs. The People, re-states and 
re-applies a fundamental rule of 
grave importance as follows: 


“Neither property nor contract 
rights are absolute; for govern- 
ment cannot exist if the citizen 
may, at will, use his property to 
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the detriment of his fellows, or 
exercise his freedom of contract to 
work them harm. Equally funda- 
mental with the private right is 
that of the public to regulate it in 
the common interest.” 


Then the court, after reaffirming 


that “The power to promote the gen- - 


eral welfare is itherent in govern- 
ment,” points out that the United 
States possesses this power as well 
as the states—a statement not with- 
out significance since the question 
precisely involved in the opinion was 
the authority of the State. The opin- 
ion of the court is again broadened 
in its application by continuing: 
“The Fifth Amendment in the field of 
Federal activity and the Fourteenth 
Amendment as respects state action 
do not prohibit governmental regula- 
tion for the public welfare.” 

The court thereupon proceeds with 
a redefinition of the guarantee of due 
process of law which frees the legis- 
lative power from many judicial re- 
strictions which have been placed 
upon it in the decisions of the last 
50 years. The opinion states that 


DONALD RICHBERG 
General Counsel NRA 


due process “demands only that the 
law shall not be unreasonable, arbi- 
trary or capricious and that the 
means selected shall have a real and 
substantial relation to the object to 
be obtained.” 

It has been the distinct trend of 
decisions for many years that, al- 
though it was asserted that the courts 
had no right to review the wisdom 
of the legislative policy, nevertheless 
the courts have in fact questioned the 
propriety of legislative action on the 
ground that it interfered unreason- 
ably with individual rights, which in 
effect amounted to a review of the 
wisdom of the legislative policy. But 
in the Nebbia opinion the court gives 
reality to the statement that “the leg- 
islature is primarily the judge of the 
necessity of such an enactment, that 
every possible presumption is in 
favor of its validity and that though 
the court may hold views incon- 
sistent with the wisdom of the law. 
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it may not be annulled unless pal- 
pably in excess of the legislative 
power.” The court sustained the 
right of the legislature to determine 
whether price control is necessary to 
protect the general welfare by accept- 
ing the legislative determination in- 
stead of enforcing the previous eco- 
nomic or political opinion of the 
court that the right to control prices 
could only be exercised by the leg- 
islature in the case of enterprises 
which the court believed to be prop- 
erly classified as public utilities. In- 
stead of assuming that the legislature 
must follow certain economic policies 
as though they were inherent in the 
constitutional guarantees, the ma- 
jority of the Supreme Court in the 
Nebbia opinion arrives at this sweep- 
ing conclusion: 

“So far as the requirement of 
due process is concerned and in the 
absence of other constitutional re- 
strictions, a State is free to adopt 
whatever economic policy may rea- 
sonably be deemed to promote 
public welfare and to enforce that 
policy by legislation adapted to its 
purpose. The courts are without 
authority either to declare such 
policy, or, when it is declared by 
the legislative arm, to override it.” 


It is important in considering the 
application of this doctrine to the 
program of the National Recovery 
Administration to observe that the 
Supreme Court reached the following 
conclusion: 

That private property and private 
business are affected with a public 
interest whenever property is devoted 
to a use in which the public has an 
interest, even though the business is 
not that of a public utility. 

It was argued in the Nebbia case 
that a business affected with a pub- 
lic interest could only be “one of a 
sort which the public itself might ap- 
propriately undertake, or one whose 
owner relies on a public grant or 
franchise for the right to conduct the 
business, or in which he is bound to 
serve all who apply; in short, such 
as is commonly called a public util- 
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‘Although the case does not involve all the constitutional ques- 
tions which might be raised concerning the constitutionality 
of the Industrial Recovery Act or the validity of its administra- 
tion, it does not answer completely a great many objections 
which have been raised about the constitutionality of the 
recovery program and the validity of its administration.” 
Donald Richberg 


ity; or a business in its nature a 
monopoly.” 

The court held that this view was 
“a misconception”; that private busi- 
ness might be regarded as affected 
with a public interest, even though it 
were not a public utility or a pub- 
lic monopoly and many cases were 
cited showing, as the court said, that 
“there is no closed class or category 
of businesses affected with a public 
interest and the function of courts in 
the application of the Fifth and Four- 
teenth Amendments is to determine 
in each case whether circumstances 
vindicate the challenged regulation 
as the reasonable exertion of govern- 
mental authority or con- 
demned it as arbitrary or 


discriminatory.” ; x 


Then the court held ex- 
plicitly as follows: 


“The phrase ‘affected 
with a public interest’ 
can in the nature 
of things mean 
no more than 
that an industry, 
for adequate rea- 
son, is subject to 
control for the 
public good.” 





La WARK 
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“So far as the requirement of 
due process is concerned and in the 
absence of other constitutional re- 
strictions, a State is free to adopt 
whatever economic policy may rea- 
sonably be deemed to promote pub- 
lic welfare and to enforce that policy 
by legislation adapted to its purpose. 
The courts are ; 
either to declare such policy, or , Lh 
when it is declared by the legislative f 
arm to override it.” ‘ i 


“The Constitution does not secure 
to anyone liberty to conduct his 
business in such fashion as to inflict 
injury upon the public at large, or 
upon any substantial group of the 
people.” 
—from the majority report of 


Having thus decided that any busi- 
ness may be so affected with a pub- 
lic interest that public regulation be- 
comes essential, the court proceeded 
to dispose of the contention that 
prices could not be subject to regula- 
tion by two lines of reasoning. First, 
the court quoted from the Northern 
Securities opinion to the effect that 
“whether the free operation of the 
normal laws of competition is a wise 
and wholesome 
rule for trade 
and commerce 
is an economic 
question which 
this court need 
not consider or 
determine.” So 
the court held 
“that if the leg- 
islative policy 
be to curb un- 
restrained and 
harmful compe- 
tition by meas- 
ures which are 


























without authority 















Mr. Justice Roberts referred to 
by Mr. Richberg in this article. 


not arbitrary or discriminatory, it 
does not lie with the courts to deter- 
mine that the rule is unwise.” 
The court pointed out that the 
laws intended to promote free com- 
petition by striking at trusts and 
monopolies interfered with private 
property and freedom of contract, 
but that the courts had not set these 
laws aside as denying due process. 
On the other hand, the court pointed 
out that if the legislature determined 
that unrestricted competition was “an 
inadequate safeguard of the consum- 
er’s interests” or produced “waste 
harmful to the public” or threatened 
to cut off the supply of a commodity 
or to destroy the industry itself, an 
effort to prevent these consequences 
might not be “set aside because the 
regulation adopted fixes prices rea- 
sonably deemed by the legislature to 
be fair to those engaged in the indus- 
try and to the consuming public.” 
The court further said that “this is 
especially so where, as here, the eco- 
nomic maladjustment is one of price 
which threatens harm to the producer 
at one end of the series and the con- 
sumer at the other.” Thus the court 
reached this broad conclusion: 


“The Constitution does not se- 
cure to anyone liberty to conduct 
his business in such fashion as to 
inflict injury upon the public at 
large, or upon any substantial 
group of the people.” 


Up to the present moment I have 
sought to summarize the decision of 
the court partly in the language of 
the opinion, so that I could not be 
properly charged with writing into 
the opinion any implications of my 
own. Therefore, in now applying 
the opinion to the problems of the 
National Recovery Administration, 
let it be understood that my conclu- 
sions are my own, but they are only 
such as seem to be fully justified, 
both by the opinion and by the dis- 
senting opinion, which indicates 
clearly those doctrines which were 
rejected by the court as well as those 
which were announced. 

It would be improper to take the 
opinion in the Nebbia case as the 
basis for deciding that any particu- 
lar prohibition of unfair trade prac- 
tices or any particular mechanism 
of price protection or price control 
which may be written into a code 
may be sustained. Nor does the opin- 
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ion attempt to define where the re- 
spective authorities of the State or 
the nation may begin or end. But we 
can properly assume that in the do- 
main of the Federal authority cov- 
ering business in or affecting inter- 
state commerce the principles of the 
Nebbia case can be applied to sus- 
tain regulations of a business which 
is for adequate reason subject to con- 
trol for the public good; and that in 
such regulation the policy determined 
by the legislature may be adopted of 
either relying upon and preserving a 
free operation of the normal laws of 
competition, or relying upon the pre- 
vention of harmful competition, even 
to the extent of price control. 


Not Price Control By 
Agreement 


This does not mean, however, that 
price control by private agreement 
without the sanction, check or modi- 
fication of public authority would 
be permissible. In view of the ex- 
plicit prohibitions in the National 
Industrial Recovery Act of monopo- 
lies or monopolistic practices or the 
oppression of small enterprises it is 
clear that Congress has not author- 
ized any such private regulation of 
industry unrestrained by public con- 
trol as would permit private indivi- 


duals to combine to fix prices or to” 


establish such limitations upon com- 
petition, free from government super- 
vision and restraint. But I think it 
may be fairly argued that the regu- 
lation of competitive practices, in- 
cluding restraints upon a harmful 
price competition, can be authorized 
under codes of fair competition 
where there is adequate public super- 
vision to insure the protection of the 
public interest. 

And I think it can be further 
argued fairly that if we find that in 
the language of the Act “abuses 
inimical to the public interest and 
contrary to the policy herein de- 
clared are prevalent in any trade or 
industry or subdivision thereof and 
if no code of fair competition there- 
fore has theretofore been approved 
by the President, the President, after 
such public notice and hearing as he 
shall specify, may prescribe and ap- 
prove a code of fair competition for 
such trade or industry.” 

We have sought throughout the de- 


velopment of the Industrial Recovery 
Program to invite and to obtain the 
cooperation of American business, 
feeling assured that such cooperation 
wculd be for the advantage of private 
business and in the public interest 
and that compulsory powers should 
only be exercised to compel re- 
calcitrant minorities to conform their 
practices to the standards of fair 
dealing accepted by the overwhelm- 
ing majority of a trade or industry. 

The great majority of the trades 
and industries have responded to this 
appeal for cooperation. There are 
small groups of selfish interests which 
have not shown their spirit of co- 
operation and have sought to hamper 
and to impede a program in the pub- 
lic interest. There have been some 
individuals not without influence in 
the councils of large interests who 
have given only a grudging assent to 
our cooperative efforts and who have 
fortified their opposition with a con- 
stant questioning of the constitu- 
tionality of the law or the validity of 
its administration. May I call at- 
tention to the fact that in one of the 
earliest addresses which I made as 
general counsel of the NRA that I 
stated that the law itself was funda- 
mentally constitutional and that we 
should be very careful to keep its ad- 
ministration wholly within constitu- 
tional and statutory limits. 


If with a multiplicity of difficult 
questions to decide, we have at any 
time exceeded our authority or 
sanctioned improper administra- 
tion of the law, this has been only 
the result of human frailty, not of 
a conscious purpose or desire to 
assume or to exercise unauthorized 
powers. But I think we can fairly 
state that up to the present time 
the National Recovery Administra- 
tion has evinced a better under- 
standing of what the law is than 
those who have criticized or sought 
to obstruct the Recovery Program. 
The recent opinions of the Supreme 
Court should help to clarify the 
law for those who have had honest 
doubts and should make the task 
easier for those in the recovery ad- 
ministration and in business who 
have sought to bring about a demo- 
cratic cooperation in promoting 
the self-government of industry. 
In aid not only of legitimate pri- 
vate interests, but primarily to ad- 
vance the general welfare. 
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n 
Finally 


—From General Johnson’s Re- 
marks on closing the Sessions 
of NRA Conference 


posed. We expect as a result 

of two weeks of invited criticism 
—first of the public and then of in- 
dustry—to arrive at a consistent 
policy. 

Only one thing was cut-and-dried 
in advance and I am prepared to de- 
fend that conclusion on purely pro- 
fessional grounds to the discomfiture 
of any opponent—that, in this emer- 
gency and until payrolls catch up 
with employment—it is proper to 
encourage increased wages and re- 
duced hours per week. 

There are some industries that 
couldn’t do what I tentatively sug- 
gested about wages and hours. There 
are some where business is so little 
that, if they did adopt the rule, it 
wouldn’t make any difference to em- 
ployment. But there are many that 
obviously can—and ought to—meet 
the suggestion to work on a 10 per 
cent decrease in hours per week and 
a 10 per cent increase in hourly 
wages. The President expressly said 
that he favored resiliency in any such 
rule. We all know that some indus- 
tries cannot do this. We know that 
in some it would be ineffective. But 
we know that in many there is no 
excuse for not doing it. 


* * * 


|» tell you exactly what is pro- 


Without drawing invidious dis- 
tinction—may I say that this solici- 
tude about labor’s lack of understand- 
ing is unwarranted. We have had 
a more reasoning, complete, and in- 
telligent understanding of policy 
from labor than from anybody else. 
I can assure my industrial friends 
that labor understands exactly what 
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we mean when we say that this rule 
will not apply to all industries but 
only to those to which we find it is 
applicable. 

* * 

Of course we can’t succeed with- 
out public support of what we are 
trying to do and I want to warn non- 
compliers that we are not only going 
out to revive public sentiment for the 
Blue Eagle but under specific orders 
from the President, we are reorgan- 
izing to enforce the penal sections of 
the Act. Regardless of publicity I 
have been too gentle. We deliberate- 
ly delayed action because of mis- 
understandings but—if I may lapse 
into the vernacular—You ain’t seen 
nothin’ yet.” 

* * * 

Now I want to say something about 
this Conference. Do you (who are 
sitting here) realize that when the 
President spoke it was to an economic 
Congress at which was represented 
the whole of American Industry. 


Photo by 
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There has been much talk of 
economic planning. But nothing like 
it has ever happened in the history 
of the world. It is as important as 
the Council of Nice or the Treaty of 
Verdun. 

* *& x 

But of all industries—even if it 
seems in unpleasant humor—I must 
say this before we: part: 

We have got to accord labor the 
rights guaranteed by this act. There 
is no law prohibiting a company 
union as such if there is no inter- 
position whatever by employers and 
if the men freely choose it. But 99 
times out of 100, you and I know 
that this is not the case. Let’s not 
kid ourselves. Let us act before 
Congress acts. Let us obey the law. 
Call in Senator Wagner’s Board. Let 
your men express their choice under 
those public auspices from which no 
question can arise. Let’s get this 
troublesome question settled prompt- 
ly and for all time. 
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This attractive store arrangement greets Mi 
the customer in the basement of Bar- 
ber & Ross, Inc., Washington, D. C. 

Barber & Ross, Inc., Washington, D. C., transforms ” 


basement space into attractive salesroom for 5c. | in 


10c. and 25¢. merchandise, attracting five to six hun- : 
Cin stores have long troubled dred customers daily. Other floors benefit. in 
the hardware dealer and have th 
been a constant challenge to m 
his ingenuity. Barber & Ross, Inc., m 
11th and G Sts., N. W., Washington, By KENNETH A. HEALE vi 
D. C., accepted that challenge last th 
summer by opening a “5, 10 and 25 9! 
cents store” in their basement. It 
has been profitable in its own right, are clearly indicated, displays are has trained the five saleswomen, who ‘ 
attracting five or six hundred people _ neat and the entire basement store, work on a staggered hour basis, to tk 
daily and has increased store traffic | measuring 85 by 38 ft.,is so planned _— do real sales work. His sales force. d 
on the other floors, as it attracts that traffic moves throughout the en- _—_—unlike that of some of the limited 
many who might not otherwise enter _ tire department. price variety stores, can give sales t 
the store. Charles E. Hartman, who is also talks. When a customer is “looking q 
In that basement store customers manager of the upstairs housefurnish- for something better,” he or she is : 
find much of the merchandise they ings department, planned the new directed to the proper place on the . 
seek in limited price variety stores | store from experiences gained after _ upper floors to get the higher priced 
and it is laid out just like those es- _ eight years in each of two nationally _line and is even told about prices, d 
tablishments; well lighted, with wide | known limited price variety stores. quality, etc. ¥ 
aisles and open table displays. Prices | As manager of the basement store he Entered by a single staircase fac- " 
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Mass displays usually associated with this type of merchandise are used with good effect hy Barber & Ross, Inc., Washington, 
D. C., to call attention to their 5c., 10c. and 25c. basement store. 


ing the front of the store and bear- 
ing a sign, “Barber & Ross, Inc., 5c.- 
10c.-25c. Store—No Charges—No De- 
liveries,” the basement has a neat and 
inviting appearance. Two sections of 
the display windows always show 
merchandise available in the base- 
ment store, with price cards plainly 
visible and a sign pointing out that 
the merchandise is from the “5c.-10c.- 
25c. store in the basement.” 

All merchandise in the basement 
is displayed on open tables or on 
the wall panels. No merchandise is 
displayed below the level of the bot- 
tom of the side glass racks. Price 
tickets or cards are shown with each 
display and related items are in the 
same section. 

Each wall panel shows a neatly 
designed display of but one item with 
a plainly marked price card in the 
center. Like the limited price variety 
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stores these wall displays are fre- 
quently changed and a wide variety 
of items is displayed at all times. 
Ledges on top of the panels are uti- 
lized for display purposes, each 
group of merchandise being sepa- 
rated from others by an ornamental 
China dog, thereby giving the top 
ledge displays a bit of color. 
Although handling some items 
priced above $1 the 25c. items are 
the best sellers in the basement store. 
Among the lines handled in the base- 
ment are: tools, glassware, tableware, 
kitchenware, toys, games, children’s 
books, electric goods, some men’s fur- 
nishings items, auto supplies, shoe 
accessories, paints, household station- 
ery, school supplies, woodenware, 
brushes, household dry goods and 
toilet goods, including razor blades, 
shaving cream, toothpaste, vaseline, 
hand soap, peroxide, witch hazel, and 


rubber gloves. Visitors to Washing- 
ton, D. C., may even get souvenir 
post cards and a variety of inexpen- 
sive souvenirs for the “folks back 
home.” 

An example of the drawing power 
of the basement store is shown by 
the sale of 3600 inexpensive Christ- 
mas tree lighting sets just before 
Christmas. That store is on its toes 
in any number of ways. New lines 
and new items are constantly being 
added and stock is shifted to different 
parts of the store from time to time, 
just as in the limited price variety 
stores. 

Mr. Hartman and 25 girls worked 
for three days cleaning the basement 
store and placing the stock. The en- 
tire basement had previously been 
used for storage—now part of it, the 
5c.-10c.-25c. store, pays dividends in 
sales and by increasing store traffic. 
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Insertion of a full-page advertise- 
ment in The Evening Star, Washing- 
ton, helped the new store off to a 
flying start. Three thousand people 
visited it on the opening day and 
more than 2000 each of the two fol- 
lowing “opening” days. The adver- 
tisement offered many lines not or- 
dinarily found in hardware stores 
and those lines had attractive prices. 

The advertisement showed the 
building and the staircase to the new 
store. In addition to merchandise of- 
fered it contained a message stress- 
ing the service rendered by the new 
basement store. 

The message read in part: “We be- 
lieve the inherent value of a store to 
its community can be accurately 
judged in exact proportion to its 
amount of service, its variety of se- 
lection, and its standard of value. 
Having the courage of our convic- 
tions (depression notwithstanding), 
we long ago hitched our merchandise 
wagon to an expansion star. To 
Washington’s finest selection of high- 
grade hardware, we added a House- 
wares Department . . . then a Marine 
Supply Department . . . then a Sport- 
ing Goods Shop . . . constantly in- 
creasing our stocks and enlarging 
selling space. And now we’ve arrived 
at another station of progress. 


Another window of the Barber & Ross, Inc., Washington, D. C., basement store. 





“A complete 5, 10 and 25 cents 
store has been created on the under- 
ground floor of Barber & Ross, Inc. 
Planned to increase the service we 
extend our patrons. Stocked to pro- 
vide greater selection of these useful 
articles. Priced to give even greater 
value for the amounts you are accus- 
tomed to pay. Opening days (Thurs- 
day, Friday and Saturday) offer you 
the best possible opportunity to be- 
come acquainted with this new source 
of supply in the thousand and one 
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household, home and personal neces- 
sities awaiting your selection.” 

That advertisement pulled in the 
crowds—the service and values of- 
fered by the basement store continue 
to build store traffic and pay profits. 

Barber & Ross, Inc., have in their 
new department answered some of 
the challenges of the limited price 
variety stores and in the estimation 
of Mr. Hartman such a department 
is “feasible in towns having a popula- 
tion of 50,000 or mere.” 


Above general view of the basement. 
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The Epistle to the Californians 


(To a recent informal gathering 
of far. tern wholesale hardware 
executives meeting in California, 
Mr. Norvell sent this message. It 
contains so many thoughts and ob- 
servations of general interest we per- 
suaded Mr. Norvell to use this mes- 
sage as his article for this issue. 

—The Editors.) 


N | OW that I have practically re- 

tired from active business, 

I find I have more time to 
meditate upon the past, to study the 
present, and to speculate about the 
future. The world today is in a state 
of revolution. The old _ order 
passeth. As I thought of writing 
this letter to the hardware men of 
the Pacific Coast, somehow Paul’s 
Epistle to the Corinthians came to my 
mind. I must admit I had not read 
this Epistle for many years, but I 
think I must have associated the word 
Californian with the word Corinthian. 
So this morning I opened this Bible 
and turned to Paul’s Epistle to the 
Corinthians. I was astounded _by its 
appropriateness to world affairs of 
today. The world of Paul and the 
early Christians was also upside 
down. Their world, like ours, was 
going through tremendous changes. 

I have always believed that every 
letter and every address should hinge 
upon one central idea. The idea I 
had formed in my mind to write to 
you about, was that above all other 
things you hardware men should 
stand together for the common good. 
I had intended to write about the 
work of veterans in the hardware 
business on the Pacific Coast. I was 
going to say that they had laid a 
strong and firm foundation upon 
which the younger generation should 
be careful to build. This was to be 
the keynote of my letter. Therefore, 
imagine my surprise when I read 
Paul’s Epistle to the Corinthians to 
find that he had anticipated me in 
these admonitions by some two thou- 
sand years. Allow me to quote just 
a few verses from Paul’s Epistles:— 





Chapter 1, verse 5: “That in everything 
ye are enriched * * * in all utter- 
ance and in all knowledge.” 
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Chapter 1, verse 10: “Now, I beseech 
you brethren * * * that ye all speak 
the same thing, and that there be no 
divisions among you; but that you 
be perfectly joined together in the 
same mind and in the same judg- 
ment.” 


Chapter 1, verse 11: “For it hath been 
declared unto me of you, my breth- 
ren, * * * that there are contentions 
among you.” 


Chapter 1, verse 19: “For it is written 
I will destroy the wisdom of the wise, 
and will bring to nothing the under- 
standing of the prudent.” 


Chapter 1, verse 20: “Where is the 
wise? Where is the scribe? Where 
is the disputer of this world? Hath 
not God made foolish the wisdom of 
this world?” 


Chapter 1, verse 26: “For ye see your 
calling, brethren, how that not many 
wise men after the flesh, not many 
mighty, not many noble, are called.” 

Chapter 1, verse 27: “But God hath 
chosen foolish things of the world to 
confound the wise; and God hath 
chosen the weak things of the world 
to confound the things which are 
mighty.” 

Chapter 1, verse 28: “And base things 
of the world, and things which are 
despised, hath God chosen, yea, and 
things which are not to bring to 
nought things that are.” 

Chapter 3, verse 7: “So then, neither is 
he that planteth any thing, neither he 
that watereth, but God that giveth 
the increase.” 

Chapter 3, verse 8: “‘Now he that plant- 
eth and he that watereth are one; and 
every man shall receive his own re- 
ward according to his own labor.” 

Chapter 3, verse 10: “According to the 
grace of God which is given unto me 
as a wise master-builder, I have laid 
the foundation, and another buildeth 
thereon. But let every man take 
heed how he buildeth thereupon.” 

Chapter 3, verse 18: “Let no man de- 
ceive himself. If any man among you 
seemeth to be wise in this world, let 
him become a fool, that he may be 
wise. 


Therefore, my beloved brethren in 
the hardware trade, I suggest that 
tonight when you retire to your 
rooms you look up the Gideon Bible 
and read not only the first, but also 
the second Epistle of Paul to the 
Corinthians. You will find that he 
also discusses and gives advice to 
the Corinthians on a number of other 
matters more or less personal, and 


which I have not touched upon in 
the above quotations. 

It is a far cry from the Apostle 
Paul to the Venetian traveler Marco 
Polo. Just to remind you, this gen- 
tleman was born in Venice in the 
year 1254, and died in the year 1324. 
He was the first European of whom 
there is any record of having visited 
China. He and his brothers were 
entertained there by the Emperor 
Kublai Khan. When Marco Polo 
upon his return to Venice told of his 
adventures, he was thought to be the 
“Baron Munchausen” of his time. 
Afterwards, being thrown into prison, 
he wrote about his journeys and ad- 
ventures in China, dictating this 
story in French to a fellow prisoner. 
In after years, when European trav- 
elers visited China, they were sur- 
prised to find that all Marco Polo 
had written was true, so he has come 
down in history as one of the great- 
est world travelers and special cor- 
respondents. 

A curious thing that Marco Polo 
tells about Kublai Khan is that he 
was a very progressive and up-to- 
date monarch. He had an insatiable 
appetite for knowledge. When Marco 
Polo at the end of his first journey 
returned to Venice, Kublai Khan in- 
structed him to return with 100 of 
the wisest men in Venice, to whom 
he would give permanent employ- 
ment at good salaries, to instruct his 
people in the liberal arts. Polo was 
never able to get these hundred 
savants together (the first Brain 
Trust), but he himself returned to 
China and for many years served 
the Khan. In his later years he re- 
turned and died in Venice. 

Well, what has all this to do with 
California and the hardware jobbing 
business. In looking into the future, 
as was so well stated by Patrick 
Henry in his great address: “The 
only basis upon which we can form 
our judgment is the history of the 
past.” As China and the Orient was 
opened up to trade with Europe, this 
exchange of commodities became ex- 
ceedingly profitable. Venice became 
the Western terminus of the ships and 
the caravans that carried European 
merchandise to the Orient. ©The 
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grandeur and glory of the architec- 
ture of Venice was based on this 
trade. Many have forgotten that 
Venice was a Republic for one thou- 
sand years. Like all nations, it 
crumbled and fell, not because of 
attacks from without, but because 
of inefficiency and corruption within. 
In the entire history of the world, 
no nation has ever been destroyed 
by any other nation. The old kings 
of France and the government of 
those days, fell because of ineff- 
ciency. So also fell the old German 
monarchy. Those who were ruling 
lost their capacity to rule, and the 
new order rose on the foundations 
of the old. 

Now let us see what happened to 
trade. The rich cities of the world 
in these early days were Venice, 
Genoa and Byzantium or Constan- 
tinople. The great fleets of the world 
sailed upon the Mediterranean. Civi- 
lization grew up on the banks of the 
Mediterranean. Then Columbus, 
without knowing it, and without ever 
knowing it, discovered America. He 
thought he had discovered the other 
side of India. As some wit has 
stated: “Christopher Columbus was 
a man who started out not knowing 
where he was going. When he ar- 
rived he didn’t know where he was, 
and when he died he didn’t know 
where he had been.” However, while 
all this may have been true of Colum- 
bus, in the course of a few centuries 
the discovery of America made a 
complete change in the trade routes 
of the world. It was found that 
goods, instead of being shipped by 
caravan across the deserts to the 
Orient, could be sent on ships more 
cheaply and safely over the ocean. 
Venice, Genoa and Constantinople, 
instead of seeing the changes taking 
place in the times, attempted to con- 
tinue business on the old basis, so 
the trade of all these cities declined, 
and as great commercial centers of 
the world, they fell into the discard. 

This was the result of the lack of 
forward thinking on the part of the 
rulers and great merchants of these 
cities. They worked on the theory 
that what had been would always 
be, but unfortunately in this world 
this rule does not work. The un- 
expected always happens, and the 
wise, while living in the present are 
always preparing for the changes in 
life and trade. 

The Spaniards who looted South 
America of its gold, with their treas- 
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ure ships returning with fabulous 
quantities of bullion, changed the 
thought of the world from the Medi- 
terranean to the Atlantic. Spain 
built up the greatest accumulation of 
gold in the world. This wealth was 
the direct cause of the decadence and 
ruin of Spain. Up to the time of 
Marco Polo, and even to the time 
of Queen Elizabeth, England was a 
poor, isolated nation, of compara- 
tively little importance. As a result 
of the discoveries of Columbus, the 
Atlantic became the great theater for 
maritime commerce. The English 
were a seafaring people. They 
grasped their opportunities. They 
colonized. So England rose to be 
the great mercantile power on the 
Atlantic Ocean. The commerce of 
the Mediterranean passed away. The 
commerce of the Atlantic made bor- 
dering nations rich and great. 

Today we have reached the period 
in the world’s history where England 
in a measure has lost her supremacy. 
She is not the power in the world 
that she once was. A great young 
giant, the United States of America, 
has grown up in the new world dis- 
covered by Columbus. The long 
voyage around Cape Horn to get to 
the Western coast is now a thing of 
the past. The Panama Canal has 
opened the Pacific to the Eastern 
world. 

So, hastily sketching these inter- 
esting historical commercial events, 
we find ourselves, in spirit at least, 
on the Pacific Coast, facing the mys- 
terious Orient. The Pacific Ocean 
will be the stage upon which the 
drama of world commerce will be 
played in the next century. In the 
womb of the Orient there is now 
stirring a child that will make the 
history of the world in the next hun- 
dred years. Just study the teeming 
millions and the resources of Rus- 
sia. Study the masses in China. 
Study that active, ambitious nation 
of Japan. Open your Atlas and 
glance over these countries. Here 
is certainly food for an historical 
imagination. And facing this stage 
upon which the world drama will be 
played is our Pacific Coast. 

As I see it, in the past we had 
Venice, Genoa and Constantinople, 
and the commerce of the Mediter- 
ranean. Then came Spain, Holland, 
England, and the commerce of the 
Atlantic. Now, in the future before 
us, a future with portents beyond 
our wildest dreams of today, are our 


cities like San Francisco, Los An- 
geles, Seattle and Portland, sitting 
beside the Pacific, facing a future 
that will mean greater power, greater 
glory and greater wealth to these 
United States, or if we don’t think 
and act straight—destruction to this 
nation. “What happens depends 
upon the manhood, thinking and 
statesmanship of this country, and in 
the time to come, in a great measure, 
this country will need the greatest 
statesmanship, the clearest thinking 
and the strongest men on the Pacific 
Coast. 

Therefore, my brethren, let me 
warn you that your principles should 
be fixed. Policies and plans may 
be altered, but the principles that 
guide you, that have been found in 
the past to be sure and safe, should 
not be abandoned. Napoleon was 
once asked whether he was guided 
by principles or whether he changed 
his plans according to circumstances 
from day to day. To this Napoleon 
answered: “I have fixed principles. 
My principles are like the anchors 
of a ship holding the ship firmly in 
its place. But my policies are like 
the tides that rise and fall. The 
ship may veer with the tides, but 
the principles are the anchors that 
hold her firmly in her place.” 

I have, in my career, seen many 
businesses rise and fall. Some have 
prospered, others have gone on the 
rocks. What has been the cause of 
these successes and the failures? Al- 
most invariably the character of the 
men running the business. In con- 
cluding this epistle let me impress 
upon you the most important thing 
in your business—that of picking 
men for the jobs that are fitted to do 
them. All men are not born mer- 
chants. When a man not naturally 
a merchant is placed in charge of a 
large business, not only does the 
business itself suffer, but this man, 
who might be useful in many other 
fields, is himself unhappy. 

The veterans on the Pacific Coast 
have done their work well. Many 
of them have passed away. They 
have left firm foundations upon 
which to build. Let me express the 
hope that those who will continue 
to build on these old foundations 
will be selected not by reason of 
wealth or family, but by their nat- 
ural talents and ability to grasp 
their opportunities, defend their 
rights and do a good merchandising 
job. 
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Retailers Oppose Open Price Policies 


respective industries. Some of these 
codes require that such prices and 
terms of sale should be filed several 
days before they go into effect. Oth- 
ers do not. Provision is also made 
for publication of all such prices and 
terms of sale in such form as to make 
them available for all competitors 
who are members of the same trade 
association or code authority. 

The National Retail Code Author- 
ity— 

Chairman Whiteside: The retail- 
ers, as I understand it from the 
statement that you made in the open- 
ing of your address are quite willing 
that the producers and the manufac- 
turers do make a reasonable profit on 
the merchandise which they sell. 

Dr. Nystrom: Yes. Retailers are 
interested, as much as any group of 
business men can be in the welfare 
of the country, and we will not go so 
far as to commit ourselves to the ex- 
tent of saying, or having any faith 
in any system that will influence any 
group of people, not even retailers, 
and making a net profit. 

Chairman Whiteside: I am fairly 
in accord with that. The point is 
that the average concern should, that 
is, 50 per cent or 60 per cent of the 
concerns in a business that is en- 
titled to live, should be able to make 
a moderate profit even under existing 
conditions. 

Dr. Nystrom: I think that I could 
answer that question in normal busi- 
ness conditions where it may be 50 
per cent or 60 per cent made net 
profits. Back in 1927, 1928 and 
1929 they did not make any net 
profits. 

Chairman Whiteside: Are the re- 
tailers this year doing better than 
last year? 

Dr. Nystrom: Yes. 

The National Retail Code Author- 
ity wishes to protest these open price 
provisions on the ground, first, that 
their purpose is, and consequently 
their result will be, market price 
control. The object of the open 
price policy, as everyone must know, 
is the elimination of price competi- 
tion. 

Second, such market price control 
will inevitably mean the loading of 
prices with manufacturers’ profits be- 
yond any possibility under free com- 
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(Continued from page 39) 


petition. This system, if permitted 
to stand, will practically insure each 
industry that adopts and applies it 
of high profits regardless of manage- 
ment ability or efficiency of opera- 
tion at the expense of the consuming 
public. 

Third, the open price system will 
inevitably increase prices to the con- 
suming public unnecessarily and un- 
reasonably. Such price increases 
will not only prove burdensome to 
consumers but at the same time re- 
duce the opportunities for the sale 
and consumption of other goods and 
so restrict and hamper all trade and 
all other industries. 


Market Price Control 


It is presumed that there is no one 
who will deny that the object of the 
open price system is market price 
control and the insurance of profits. 
Probably no one will deny that these 
provisions will result in higher prices 
to the public. These conditions are, 
as already stated, the clear purposes 
of the open price system. If there 
were not the possibility of market 
price control or of better profits why 
would any group of manufacturers 
be interested in the open price sys- 
tem? If the open price system will 
not yield profitable results, why are 
their business groups here trying to 
keep it in their codes? Let us keep 
our minds clear on this subject from 
the start—open price systems, no 
matter what their details, are all in- 
tended to secure a high degree of 
control over market prices for the 
benefit of those who establish such 
systems. 

The real question and the only 
question before us here, that is, be- 
fore the Administration of the NRA, 
before other trades and industries, 
before the consuming public and be- 
fore the manufacturers themselves is 
whether there can be any possible 
justification for a general public per- 
mission to give to any industry the 
right to control market prices and 
to increase their profits by this 
method. This is an_ especially 
pertinent question at this time, par- 
ticularly in view of the present con- 
dition of public purchasing power. 

If this permission is granted, we 
must recognize that we shall be tak- 


ing the first long step in this coun- 
try toward the acceptance of monop- 
oly control over our economic life. 
Market price control is the most es- 
sential feature of monopoly. Mo- 
nopoly is market price control. We 
really are discussing whether we 
shall have monopoly or not. 

Chairman Whiteside: Why is mo- 
nopoly in any way formed through 
the filing of record goods sold and 
the price of those goods? 

Dr. Nystrom: Not until there are 
some effects from the filing of those 
prices. 

Chairman Whiteside: What will be 
the natural effect? I am talking 
about the provisions as_ literally 
stated, the filing of prices, and not 
through administration in any way? 

Dr. Nystrom: If you will consider 
how those prices have been used, the 
effect, as Mr. Keezer has pointed out, 
the approach toward uniformity of 
prices, and the purpose is to secure 
uniformity at a level, controlling 
profit— 

Chairman Whiteside: Are we not 
now at a point where there might be 
an abuse, instead of the literal set- 
up? 
Dr. Nystrom: It is a dangerous 
weapon when put in the hands of 
people who desire an effect, and in 
connection with that it will be used. 

Chairman Whiteside: What is the 
idea of the market? Is it a buyers’ 
market or a sellers’ market? 

Dr. Nystrom: A balanced market. 

Chairman Whiteside: Are we in 
a balanced market? 

Dr. Nystrom: We are never in a 
balanced market. When prices are 
at a low level, it is a buyers’ market. 

Chairman Whiteside: Is this a sell- 
ers’ market? 

Dr. Nystrom: This is a sellers’ 
market, and there must be many of 
those who laughed who know what I 
said is absolutely true. 

Chairman Whiteside: Dr. Nystrom 
is absolutely correct in saying in 
many instances we have a sellers’ 
market, and that is the reason we are 
making the inquiry into the situa- 
tion. The major portion of the mar- 
ket is unquestionably a buyers’ mar- 
ket, and I think you will agree with 
that, although I am not making that 
point as a statement of the Adminis- 
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tration. I think you will agree with 
that. 

Dr. Nystrom: Yes. Probably every 
one here knows the history of the 
open price policy. It was originated 
and devised more than a score of 
years ago following a number of acts 
of legislation and of court decisions 
opposing trusts and monopolies. It 
was devised to serve as a substitute 
for, and as a means of securing the 
substantial effects of, the simpler and 
more direct methods of market price 
control which had been condemned 
by law. Soon after the open price 
system had been proposed, it came 
under the suspicion of the courts of 
this nation and no substantial prog- 
ress was made in adopting it and at 
no time did it become a threatening 
menace until the NRA gave to indus- 
tries the opportunity for considera- 
tion of new and extended forms of 
cooperation under their codes. We 
confidently believe that when other 
industries, when the distributors of 
goods and the public in general 
awaken to the real significance of the 
open price system, that there will be 
an indignant flood of opposition to 
it as it deserves. 

Entirely aside from the objections 
to the open price system, because of 
its monopolistic purposes, there are 
other reasons why it should be elimi- 
nated. Any business policy or 
method that will result in increasing 
prices inordinately and more rapidly 
than purchasing power is increased 
must be opposed. One of the most 
serious problems that we now face 
is the rapid increase in prices that 
has already occurred during the past 
six months and that is likely to con- 
tinue during the remainder of this 
year. Retailers of all classes, both 
large and small, are very seriously 
concerned. If prices go too high, 
consumers who have neither the pur- 
chasing power nor faith in the fair- 
ness of such prices, will not buy and 
retailers will have to bear the brunt 
of their complaints. In view of the 
rapid price increases that have al- 
ready occurred and still others to 
come, it is now almost certain that we 
shall have a period of severe con- 
sumer resistance this coming spring. 
The open price system, if permitted 
to stand, will contribute directly to 
this resistance. 

The increased prices which retail- 
ers are now paying for their goods 
and which they in turn must pass on 
to consumers are the result of: 
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1. Increased cost of production 
due to higher wages against which 
there is no complaint. 

2. Increased dollar prices due to 
changes in the value of our money 
concerning which we in the indus- 
tries and trades can do nothing. 

3. Increases due to arbitrary, un- 
reasonable monopoly market control 
exercised by manufacturers either 
through their codes or independently 
of them, from which we must find re- 
lief. 

Retailers must and will be able to 
explain to their customers such in- 
creases as are due to higher wage 
costs. They may be able to explain 
the increase due to changes in the 
value of our money, but no possible 
explanation can be made to consum- 
ers that will prove satisfactory for 
the increases resulting from market 
price control introduced through 
manufacturers’ codes. Retailers in 
the interests of their customers, as 
well as in the interest and sound pub- 
lic policy, must resist these price in- 
creases with all the power at their 
command and hereby petition the 
help of the Administration in carry- 
ing this resistance into effect. 


Industrial Monopoly 


To the manufacturers who have 
set up provisions for open prices and 
other methods of market price con- 
trol, we would like to submit these 
thoughts for your earnest considera- 
tion. If these provisions are allowed 
to stand, you must see and admit that 
we shall have started on the way to- 
ward industrial monopoly. If your 
industries are permitted to exercise 
these provisions then others must 
likewise be granted the same privi- 
lege. If this goes on we shall in a 
few months have industrial monop- 
oly in this country on a tremendous 
and terrifying scale. 

The only public safeguard under 
monopoly is rigid public regulation. 
It is impossible 10 assume that any 
of you believe that you will be per- 
mitted unrestricted freedom in carry- 
ing out your open price systems or 
other methods of market price con- 
trol without regulation. You and we 
must choose here and now between 
the elimination of these provisions or 
face inevitable increase of govern- 
ment supervision and regulation of 
your businesses. There are no other 
ways open. 

More than 25 per cent of our total 


national income now goes to the sup- 
port of our various branches of gov- 
ernment. The necessity of public 
regulation of hundreds of new in- 
dustries would introduce new de- 
velopments of political bureaucracy 
beyond any possible dream hitherto. 
By introducing these provisions into 
your codes you are directly inviting 
these developments in our Govern- 
ment and you must assume the re- 
sponsibility to all industry and trade 
for such developments. We must 
seriously and earnestly ask you 
whether in setting up these provisions 
in the interest of your own industries, 
you have considered what the ulti- 
mate outcome will be not only to 
our economic life and Government, 
but even to yourselves? 

If there were but one or a few in- 
dustries in which the open price sys- 
tem were proposed, if the open price 
system were the only arbitrary, un- 
just and unfair policy up for con- 
sideration, it is possible that the pub- 
lic might be able to absorb the bur- 
den which it will impose. There are, 
however, hundreds of industries who 
are waiting to see how this hearing 
will come out, so that if open prices 
are approved they may, too, adopt 
this system. Furthermore, there are 
scores of other provisions in these 
codes which restrict, hamper, and 
obstruct the processes of natural 
price making and which are intended 
to secure market control. The open 
price system is in itself objection- 
able, but in connection with all other 
such price control projects it is un- 
bearable and intolerable. 

We believe that in the hurried, 
though laudable, efforts of the Ad- 
ministration to establish its recovery 
policies under the NRA many indus- 
trial and trade groups have taken ad- 
vantage of the turmoil and are at- 
tempting to secure economic advan- 
tages for themselves that they should 
not have and which have hitherto 
been prohibited by law. We trust 
that the leaders of all industries will 
see the fallacy of these efforts and 
that they will cooperate with the Ad- 
ministration in eliminating them. In 
our earnest efforts to cooperate with 
the NRA as well as to reconstruct our 
industries let us rebuild soundly and 
sanely. 

Chairman Whiteside: Do you and 
the code authority keep a record of 
the suppliers of products and mer- 
chandise to your groups? 

(Continued on page 70) 
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Casey Hardware, Aberdeen, Wash., (above) 
and Walker Company, Oak Park, Ill, used 
these attractive window display suggestions 


HE call of the garden is 
strong. Spring merchandise 


for the lawn and garden can 
be presented in a most appealing 
manner by the window display man. 
Such is the window trim by the 
Casey Hardware Co., Aberdeen, 
Wash. The background, with its 
picket fence, and the pleasing ar- 
rangement of the merchandise would 
give this window high standing 
among the displays along any thor- 
oughfare. 


The window at the left, from The 
Walker Co., Oak Park, IIl., is an- 
other good layout of lawn and 
garden goods. It is not a difficult 
arrangement, the trellis and roses 
giving it plenty of color and attrac- 
tive power. 
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Easter Season Calls for 


Bright, Attractive Windows 


EATNESS, smartness and 
bright color should char- 
acterize the spring window. 

Our photographs show two windows 
that come under that head. Plenty 
of greens, yellows and some white 
would make a fine appeal to the man 
who stops in front of the window 














This arrangement of fixtures is used 
in the window at the right. 


of garden goods at this season. 

For the original display sugges- 
tions sketched here: The toy window 
calls for lavender and yellow, a com- 
bination that is easy to obtain with 
the bunnies and chicks as color 
notes. 

The builders’ hardware window 
will call for more masculine colors— 
perhaps silver and black, but the 
display man’s own preference may 
be exercised. 


This arrangement of fixtures is used 
in the window at the right. 
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Easter windows are second only to Christmas as attractions fo 
many grown ups whose minds they are close to. 
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ADVANCES BECOMING EFFECTIVE 


Binder Twine 
Curry Combs 
Cotton Lamp Cord 


DECLINES BECOMING EFFECTIVE 
Low Priced Bit Braces Turpentine 
ADVANCES ANTICIPATED 


Bolts and Nuts Window Glass 

Auto Tires Brooms 

Weatherstrip Paint Brushes 
Rubber Covered Wire 


Sales are looking up on bolts and 
nuts, nails, brads and on the lighter 
hand tools always quickened by spring 
repair work. Manufacturers of bolts 
insist that current values, including 
some cut prices, are too low to continue 
after the signing of the pending code. 
Wholesalers are not expecting an early 
advance in the price of nails,—-partly be- 
cause the leading mail-order catalogs 
are carrying very low quotations. 

* * * 


On poultry netting, screen cloth, 
and hardware cloth, also, the latest ad- 
vances of the manufacturers are not be- 
ing fully supported in all areas, because 
of ruling mail-order prices, established, 
it is said, before the current factory 
levels were reached. Recently the mak- 
ers of hardware cloth re-affirmed, for 
shipment up to June 30th, the Novem- 
ber dealer (cost) schedules based on 
$3.50 per 100 sq. ft. for 2 x 2 mesh. 
Some moderate concessions are author- 
ized for quantity wholesale orders. 

* * * 


On standard binder twine, the new 
season’s opening price has been an- 
nounced by International Harvester 
Company, at 734 cents per pound for 
lots of less than 200 bales. Terms and 
quantity discounts remain the same as 
last season. This change places the 
1934 price schedule at an advance of 
134 cents per pound above that an- 
nounced in April, 1933. A sharp in- 
crease had been generally expected, and 
orders for some time past have been 
accepted subject to the new price, when 
ready. 

* * * 

The expected advance on alumi- 
num kitchen ware has been announced, 
and ranges between five and ten per 
cent. On such staples as tea kettles and 
convex goods the increase was five per 
cent. Instead, however, of making a 
uniform advance throughout the groups, 
the manufacturers have figured each 
item individually from its cost. The 
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Aluminum Cooking Ware 
Competitive Auger Bits 
Domestic Sanitary Wipers 


March 
29th 
1934 


mark-up on the heavier gage wares was 
in general more moderate than on the 
lighter weights. 

* + 


On low-priced bit-braces, a reduc- 
tion of twenty-five per cent has just 
been announced. This is the quality 
which used to retail at one dollar, but 
more recently this brace retailed for 
about $1.25. It probably goes back now 
to its more popular mark. The better 
lines of braces are not affected by the 
current change. 

+ + 


Auger bit manufacturers have 
just announced an advance of five per 
cent on competitive auger bits, but the 
quality grade bits are not changed. 


* + 


In the nail hammer line a com- 
petitive 75 cent retailer has recently 
been offered by most makers,—brought 
out to meet mail-order leaders. This 
item is reported a volume seller by 
dealers who display it to attract the 
home artisan or the occasional car- 


penter. eee 


Sales of coffee grinders are cur- 
rently reflecting marked gains. The 
improved demand for both household 
coffee grinders and commercial coffee 
mills is attributed to the selling cam- 
paigns of coffee roasters and large chain 
grocery store distributors who are tell- 
ing their customers that the only way 
to get real fresh coffee is to have it 
ground “on the spot,” either in the 
store or in the kitchen. Hardware deal- 
ers can take advantage of the “fresh 
ground” coffee idea by featuring grind- 
ers and mills in window and store dis- 
plays and in advertising matter. 


* %* * 


Turpentine prices have been very 
erratic. The market reversed itself 
March 9th, with a three cents per gal- 
lon advance, after the published declines 
of four cents and three cents just a 


OW’'S the 


short time previously. Again on March 
16th, a two cent drop followed the latest 
advance. 

* * * 

Prices on window glass remain 
the same, although an advance has been 
threatened for many months. Fresh 
rumors are now reaching distributors 
that the rise will soon materialize. At 
the present basis, dealers feel it is wise 
to keep their stocks complete. 

* * * 


Manufacturers foresee an almost 
certain shortage on Paris Green, this 
season. Some wholesalers have taken 
in enough to care for normal require- 
ments, and are suggesting a like policy 


to their trade. 
* * * 


Although advances have been 
forecast on garden hose, in certain quar- 
ters, some of the larger jobbers are 
advised that, after consideration, the 
manufacturers have decided not to make 
any change until July Ist. 

* * %* 


A price-war on automobile tires 
is disturbing many important sales ter- 
ritories, despite the three per cent of- 
ficial advance in costs, announced by 
leading makers February 9th and since. 
Jobbers are told that the higher cost 
of materials justifies a more pronounced 
advance, and manufacturers intimate 
that another increase of perhaps twenty 
per cent is probable. Nevertheless, 
large distributing areas are reporting 
list prices discounted anywhere from 25 
to 40 per cent or more. The cause is 
again said to be the large discount 
allowances made by some sellers, on old 
tires turned in on new purchases. 

* * * 


Manufacturers of croquet sets 
have advanced all numbers quite sharp- 
ly, on account of the rise in lumber 
and package prices. 

* * * 


Wheel goods makers have recent- 
ly advanced prices on machine spoke 
velocipedes fifteen cents, and on tangent 
spoke velocipedes twenty cents. Wagon 
prices have also increased, with indica- 
tion of a further advance to follow. 

* * %* 


Dog licenses are due usually in 
the spring, and this creates demand for 
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dog collars, leads, harnesses and muz- 
zles. Dealers are finding a growing 
demand for “dresser-combs,” for pluck- 
ing, stripping, and trimming the dog. 
Manufacturers furnish trimming charts, 
at small cost, showing how to take care 
of the popular breeds. Curry comb 
prices were recently quoted to whole- 
salers at an average advance of about 
ten per cent. 
* * * 

Manufacturers of alarm clocks 
and watches are accepting orders for 
immediate shipment or for future deliv- 
ery, billed only at prices to prevail on 
date of shipment. In the event that 
price increase is necessary, notice will 
be sent to the jobber before a shipment 
is made of pending orders. In the mean- 
time, clocks and watches will be invoiced 
at present price schedules. 

* *% * 


Cotton-covered lamp cord is ad- 
vancing about twenty per cent, effective 
March 24th. Parallel rayon-covered 
cord is taking price adjustments varying 
on different sizes, but with considerable 
advance on the best selling item. Rub- 
ber-covered wire is said by certain man- 
ufacturers to be also due for some 
upward revision. 

* * * 

Several middle-west broom 
manufacturers have shut down, and will 
not reopen until the new crop of broom 
corn is ready in September. This will 
eliminate for the present, some factories 
who have been quoting low prices. The 
1933 broom corn crop was approx- 
imately 17,000 tons short of normal, and 
there is no more available, as the sup- 
ply has all been contracted for by lead- 
ing manufacturers. Broom corn has ad- 
vanced from $60.00 per ton to $220.00 
per ton since last fall, and broom prices 
are bound to reflect a further share of 
this radical increase. 

*% * * 

A survey of the paint industry, 
recently issued by Dun and Bradstreet, 
Inc., includes the interesting news that 
some manufacturers report sales for 
January and February at 100 per cent 
above the level for the corresponding 
months of 1933, with about one-half of 
the business contributed by CWA and 
PWA activities and the balance due to 
seasonal gains. 
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With retailers, sales thus far in 
1934 have increased between 20 and 45 
per cent, bolstered largely by industrial 
buying, as distribution of house paints 
is only about 15 per cent higher than 
a year ago. Industrial paints have been 
the best sellers in nearly all districts, 
with enamels and flat paints following 
in the order named. 
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Concerning paint prices, Dun 
reports that the higher cost of raw ma- 
terials including the advances on linseed 
oil and zinc, have resulted in lifting 
the price level 20 to 25 per cent above 
that of a year ago. While the trend 
is still upward, no abrupt mark-ups are 
in prospect for the immediate future, 
unless quotations on raw _ materials 
should rise suddenly, or unless higher 
wage scales and reduced working hours 
should become operative for factories 
working under the code. 


*# 2 


Current hardware sales continue 
in good volume and show sharp per- 
centage advances when compared with 
the similar period in 1933, which was 
practically the lowest point of the de- 
pression. While comparisons with 1933 
alone may overrate the improvement, 
the gains in the past two months have 
exceeded the usual seasonal percentages, 
and generally by a good margin. With 
disbursements of Government funds 
putting more purchasing power into 
the hands of consumers, wholesale and 
retail trade showings have been most 
favorable, particularly in the South 
and West. 

* * *% 

Dealers evidently anticipate high- 
er prices, as evidenced by their willing- 
ness to place orders for future delivery. 
It has always been difficult to judge 
accurately the effect of higher prices on 
sales volume. It is estimated at this 
time that wholesale prices of hardware 
and kindred lines average from ten to 
fifteen per cent higher than the levels 
that existed in the early months of 1933, 
which accounts for part of the im- 
provement in dollar sales, so widely 
reported. 

* * * 

The effect of advancing costs on 
retail prices is having careful study by 
large reailers, who are definitely work- 
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ing along two basic lines. One proce- 
dure, particularly on staples and semi- 
staples, is to place substantial advance 
orders, thus enabling the best wholesale 
price to be quoted that will aid in main- 
taining the current retail value. The 
second method frankly puts the price 
factor before quality, and urges upon 
the producer the recasting of his prod- 
uct, so that cheapening here or substitu- 
tion there will bring the net price down 
to where the present retail level can 


be maintained. 
*% * *& 


On paint brushes, usually the 
manufacturers’ fiscal year ends May 
Ist, at which time they submit new 
prices to the trade, to hold good for 
the next twelve months. In 1933, due 
to unsettled conditions, prices were not 
announced until almost October. 
Whether they will wait so long in 1934 
is not certain, but manufacturers gen- 
erally feel that new prices must be 
higher. The total decline on paint 
brushes over the past several years 
amounted to 67 per cent, while the two 
advances made last year totaled only 
16 per cent. Therefore, brush prices 
are still relatively low, and an advance 
would not be surprising. 


* %*+ 


Domestic sanitary wipers, in all 
grades,—colored, white and knit,—are 
scheduled to advance on April 10th. 
The change will probably be one-half 
cent per pound on the better quality 
wipers. 

* * * 


Concerning weatherstrip, a lead- 
ing mid-western factory bulletined the 
trade March 7th, to the effect that the 
industry’s re-drafted code has been com- 
pleted, and forwarded to Washington 
for approval. As soon as this code is 
signed, it is expected to mean higher 
prices on all items in the weatherstrip 
line. But, regardless of the code, prices 
will be higher by June or July, as all 
materials and labor have advanced since 
this maker’s October price sheets were 
issued. An opportunity is offered, by 
this bulletin, to place one more order 
at October, 1933, prices, for shipment 
in July or August, with suitable fall 
dating. 
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Have Something Doing 


ADVERTISE 


A reader asks: “Won't you please offer 
us suggestions how we can increase our 
sales? 

“We are located in a town of 1600 popu- 
lation. Our nearest competitors are seven 
miles away. All grocery stores in town 
carry a few items in hardware and the 
furniture store carries a complete line of 
household hardware. 

“We keep our prices in line with our 
competitors and put forth a special effort to 
keep our store clean and our stock arranged 
as best we can without the use of modern 
fixtures. We do not have any trouble 
making sales to those who come in the 
store. The problem we are trying to solve 
is how we can get more people to come 
in. We do not get near enough business 
from the women. 

“We would appreciate any suggestion 
that you have to offer.” 


r YHIS reader’s query comes close 
to being the ideal argument 
for the small town hardware 

dealer doing some advertising and 

merchandising. The furniture store 
with a complete line of household 
hardware would seem to indicate that 
it has found one way to attract the 
trade of women. It is encouraging 
that this merchant feels he is not 
getting near enough of their trade 
and it should also be apparent that 
the combined appeal of home fur- 
nishings and household hardware is 

a strong interest for women, but it 

.is not the only appeal that can be 

made in that direction. We have 

seen too many hardware stores of 
late that have become attractive to 
women to make such a concession, 
but the illustration is there for our 
reader and many others to ponder. 
In some towns, persuasive and ag- 
gressive merchants have been able 
to show their fellow merchants that 
the secret of good business for all, 
lies not in cutting in upon each 
others lines, but in cooperatively at- 
tracting people into the town. A 
few feel it their right to deal in any 
and all lines for the sake of a few 
small sales. But, faced with this 
condition, the merchant may take the 
position that it is his right to use his 
imagination to attract as many peo- 
ple as possible, in his own way. 
Assuming that our reader’s store is 
arranged for pleasing his customers 
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once they have arrived, let him plan 
frequent events to get people inter- 
ested in his store. Women’s clubs 
frequently welcome the opportunity 
of staging cooking schools, or other 
non-competing demonstrations, in the 
stores of local merchants. This of 
course, occasions a little expense and 
effort, but no other way offers the 
opportunity to get as many people 
actually into your store at so small 
expense. Another store will offer 
such items as cigarettes, soap or drug 
sundries (particularly if the druggist 
has a habit of stocking hardware 
items) to attract women customers, as 
well as the younger generation. 

It is for the merchant to consider 
the natural reactions of human be- 
ings and provide events that will fit 
these reactions. Most people, par- 
ticularly in smaller towns and cities, 
are ready to attend any event that 
promises even a small percentage 
of entertainment. Many people go 
into the limited price chain stores 
out of curiosity and the entertainment 
of looking at merchandise. Provide 
that atmosphere and let them learn 
that they may come and go, even 
without buying. Eventually they will 
buy and it costs nothing to have them 
come in and out. 

We have known cases where mer- 
chants encouraged the buying of 
small appliances, at a few dollars, 
on a weekly payment basis, simply 
to insure the frequent visits that re- 
sult from making the payments. 

When you use your window dis- 
play to the fullest extent of your 
ability you have begun to advertise. 
It is almost trite to say that windows 
should be brightly lighted, but it 
is frequently akin to having teeth 
extracted to get merchants to spend 
light in sufficient quantity to even 
keep up an appearance of competi- 
tion for attention. One of the first 
instincts of animal, moth or man is to 
come to a light, and it is not expen- 
sive when considered in relation to 


and 


IT 


increased interest. That is the first 
principle of attracting people. 

The next step is to have something 
in your window displays that stands 
out beyond the efforts of your com- 
petitors—all the time. Motion dis- 
plays or smart arrangements will do 
it. Get people talking about the 
window displays at your store. That’s 
the next step in publicising your 
business. The Hardware Age inter- 
changeable window display fixtures 
featured on pages 52 and 53 will help 
to get this effect economically. 

In recent issues we have published 
articles that explained what Carlisle 
Hardware of Springfield, Mass., 
Central Hardware of Fitchburg, 
Mass., C. W. Walmer of Wilkins- 
burg, Pa., have done and in this issue 
is the story of how Barber & Ross, 
Inc., Washington, D. C., are attract- 
ing more customers. Coming issues 
will have more along this line. 

Merchants of towns smaller than 
those mentioned do much to co- 
operatively attract people to town. 
Street fairs, sportsmen’s shows, sport 
tournaments, and such events are 
staged with amazing results felt by 
all who do business in these towns. 
People simply will not come to your 
store in sufficient numbers if they are 
not attracted by something that ap- 
peals to them, other than the mere 
need of a specific item. They will 
unerringly go to the larger town that 
offers something to see, if ever so 
modest. Put that something into 
your town—cooperatively, if you can, 
but put it there; then advertise it to 
the countryside. 

The publisher of your local paper 
should be the mentor of the mer- 
chanis of his town. Such publishers 
exist and are doing this very thing. 
They are planning something to at- 
tract people all the time. They en- 
courage local bands (not a new idea, 
but a good one), they organize the 
various events mentioned and their 
reward is the enthusiastic use of 
white space in their papers—a fair 
exchange and no robbery. At that, 
the merchants are getting the better 
end of the deal. 
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The Effect of Selling Terms on the Small Merchant 


to be raised at this or any other time 
against the retailers as a group, 
where they are blameless. 

“Now, on the other hand, our at- 
tention is called too often to the 
change by code provisions to the 
other extreme in cash payments. I 
refer to cash discounts of 44 per 
cent in 10 days as written into the 
field code. 

“This winter, while attending sev- 
eral state hardware and lumber con- 
ventions, the opportunity presented 
itself to me to question many small 
dealers, to get their reaction on this 
particular cash discount—I mean 1% 
per cent, 10 days—and without 
exception their reply was practically 
the same, an expression of disgust 
or something like, ‘Huh! I am not 
interested; I will pass all those in- 
voices and pay the 2 per cent, and let 
them ride.’ 

“Now, further questioning re- 
vealed the fact that these same mer- 
chants intended to let those invoices 
run past due, to let them run as long 
as they could before paying them. 


“Since these same selling terms in 
these same codes provide that inter- 
est at the rate of 4% per cent can 
and must be charged for past due 
invoices, that simply means that they 
will be borrowing money from their 
friends at 6 per cent interest, and if 
that condition becomes prevalent, 
those manufacturers whose terms are 
such might ultimately run our bank- 
ing friends from existence out of the 
banking business, or else into it. 


Cash Discount Terms 


“Therefore, Mr. Administrator, to 
return to our mathematics, we believe 
that just as sure as 10 per cent, 10 
days, cash discount, is too high, just 
that sure will 1 per cent, 10 days, 
be too low. That seems to me to be 
rather the law of the jungle, that 
of starvation or of plenty, and we 
recommend that the more practical 
discount of 2 per cent, 10 days, be 
recommended as universally as pos- 
sible, and that the exceptions be made 
few and only when necessary. 


“Now these selling terms in most 
of the codes have done away with 
the provisions group settlements or 
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collective payment of invoices, and 
we recommend that rather than con- 
sider every invoice as a separate in- 
voice, with 2 per cent cash discount 
allowed from net amount of the in- 
voice for payment within exactly 10 
days from date of the invoice, that 
group settlements be permitted, some- 
what of this nature: 


“On invoices dated from the first 
of the month to the 15th, inclusive, 
that 2 per cent be allowed for pay- 
ment on or before the 25th of the 
month, and on invoices dated from 
the 16th to the 31st, inclusive, that 
2 per cent be allowed for payment on 
or before the 25th of the month. 


Group Settlements 


“Such terms, we believe, would be 
economically sound, whether the set- 
tlement be made to the manufacturer 
or even by the small dealer to his 
jobber. Experience at least has 
shown this plan to be helpful. 

“We therefore recommend, Mr. 
Administrator, that a plan permitting 
group settlements be placed in the 
terms of all sellers, wherever more 
than single or occasional invoices 
are rendered. 

“Next, on the subject of time for 
three-year credit, we believe that that 
should be confined to the more cus- 
tomary 30 days and not to exceed 60 
days’ time. We have little or no sym- 
pathy for those who are yammering 
because of this limitation of three- 
year credit. This, too, is in the na- 
ture of a recommendation. 

“However, this recommendation 
for free credit does not cover entirely 
our point of view on dating goods, or 
consignment of goods. 

“Let me take a moment to use an 
example on the subject of consign- 
ment goods, and I will take a simple 
item which we buy in our store and 
sell. It as a toy typewriter. The plan 
of this manufacturer is to make a 
survey of his location and stores, and 
to suggest a number of this toy which 
generally sell at Christmas time, and 
he ships that toy on consignment, and 
I will say he hits the market as far 
as we are concerned. 

“In the last two years, the records 
show that we had remaining out of 


the actual supply of this fine and 
educational toy only one badly used 
sample left on the night before 
Christmas and the result, I know, is 
that we have sold more than twice as 
many of this same toy than we would 
have sold for the last two years if 
we had been asked to purchase them 
outright. 

“Therefore, I do not think that 
consignment should be entirely 
erased. 

“Mr. Tower made a most excellent 
address regarding the provision of 
the steel code, and his explanation 
was so thorough that for the moment 
I will pass over the remark that I 
was going to make on this subject. 

“Mr. Administrator, we are not 
altogether in sympathy with the open 
price market, particularly where 
those prices are established by codes 
or any provisions of codes written by 
one group and made applicable to 
another group. In many cases this 
makes a hardship or injustice on the 
second group. 


Overlapping of Lines 


“T will refer to just this fact: that 
hardware stores—and that is my busi- 
ness—do now handle and always 
have handled many separate lines of 
materials—that is, they are very apt 
to overlap. Builders’ hardware, 
sporting goods, stoves, kitchen sup- 
plies, paints, roofings, agricultural 
and daisy products, and so forth are 
just a few of the different separate 
departments of a hardware store, and 
only this morning in reading the 
chart handed out by the National 
Manufacturers Association, did I see 
that you have established a section 
for liaison and review which will be 
very helpful, we think. And we sug- 
gest that the NRA clarify these over- 
lapping codes to void and veto any 
such provisions which result in fore- 
ing the consumer to pay higher prices 
due to the fact of overlapping codes, 
particularly in our business, which 
cause us to ask higher prices than 
we like to ask. 

“Mr. Administrator, we believe, as 
stated in the beginning, that simplic- 
ity and justice should be your rule to 
keep in mind in your deliberations 

(Continued on page 78) 
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PENNSYLVANIA JOBBERS DISCUSS COMPETITION, 
CODES ; MILES SUCCEEDS MAPPES AS PRESIDENT 


Members of the Pennsylvania 
Wholesale Hardware & Supply 
Association held their annual 
meeting at the Hotel Astor, New 
York City, March 8 and 9. The 
Thursday evening meeting 
opened with an informal dinner, 
attended by seventy-five members 
and guests. President Frank 
Mappes, Emery Hardware Co., 
Bradford, Pa., presided over the 
sessions of the association and 
introduced the speakers. 

Alfred Kieckhefer, president, 
National Enameling & Stamping 
Co., Milwaukee, Wis., who had 
just returned from code meet- 
ings held in Washington, dis- 
cussed latest developments on the 
codes. Percy F. Hord, assistant 
secretary, National Wholesale 
Hardware Association, spoke on 
the wholesale code and answered 
questions on them. E. R. Mas- 
back, president, Masback Hard- 
ware Co., New York City, whole- 
sale distributors, discussed bene- 
fits to hardware jobbers oper- 
ating under the codes. Mr. Mas- 
back said more wholesale distrib- 
utors are operating at a profit 
since the hardware codes became 
effective. 

W. P. Tracy, Tracy Wells Co., 
Columbus, Ohio, a member of 





the Wholesale Hardware Code 
Committee, who is working in 
the interests of smaller whole- 
salers, read a rough draft of the 
proposed supplemental code and 
suggested changes which in his 
opinion would be more fair and 
equitable to everyone concerned. 
A discussion followed his ad- 
dress. 

Ninety per cent of the mem- 
bership responded to the roll 
call at the Friday morning meet- 
ing, at which time fair trade 
practices, territorial problems 
and unfair competition were dis- 
cussed. 

After luncheon was served the 
nominating committee made its 
report. John M. Miles, Eastern 
Pennsylvania Supply Co., Wilkes- 
Barre, Pa., was elected president. 
A. Z. Moore, Steinman Hard- 
ware Co., Lancaster, Pa., and 
S. W. Smith, Jere. Woodring 
Co., Hazleton, Pa., were elected 
vice-presidents. George A. Rick, 
Stichter Hardware Co., Reading, 
Pa., is the new sergeant-at-arms. 
George B. Krause, George 
Krause Hardware Co., Lebanon, 
Pa., was reelected treasurer. J. 
Maxwell Krause, George Krause 
Hardware Co., Lebanon, Pa., is 
assistant treasurer. 





GENERAL JOHNSON APPROVES OF INCORPORATION 
FOR NATIONAL RETAIL CODE AUTHORITY 


Official NRA approval was 
given recently by General Hugh 
S. Johnson to the certificate of 
incorporation and by-laws for the 
National Retail Code Authority. 

The Authority is to be incor- 
porated under the laws of the 
state of Delaware. Louis E. Kir- 
stein, a member of the Industrial 
Advisory Board; Mrs. Mary H. 
Rumsey, chairman of the Con- 
sumers Advisory Board, and Dr. 
Leo Wolman, chairman of the 
Labor Advisory Board, were des- 
ignated by President Roosevelt 
as administration members with- 
out vote. 

One regular and one alternate 
member of the Code Authority 
are to be elected by each of the 
following trade groups: National 
Retail Hardware Association, 
National Retail Dry Goods As- 
sociation, National Retail Furni- 
ture Association, Limited Price 
Variety Stores Association, Inc., 
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Mail Order Association of Amer- 
ica, National Association of Re- 
tail Clothing and Furnishers, Na- 
tional Association of Music 
Merchants, National Shoe Retail- 
ers Association and National 
Council of Shoe Retailers, etc. 





TOWNLEY HARDWARE CO. 
50 YEARS IN BUSINESS 


The Townley Metal & Hard- 
ware Co., Kansas City, Mo., is 
celebrating this year its fiftieth 
anniversary. This wholesale 
hardware house started as a 
wholesale sheet metal business, 
later branching out into a com- 
plete line of hardware. 

J. P. Townley founded the 
firm. Richard F. Townley, son 
of the founder, is president of 
the organization, having  suc- 
ceeded his brother the late John 
M. Townley. 

Other members of the Town- 


ley family associated with the 
business are Webster W. Town- 
ley and James Townley, Web- 
ster W. being a vice-president. 














Hardware Co., 
Conn., sends this photo indicating 
heavy snows in recent weeks 


Harris Southport, 








HARDWARE BOOSTERS 
HOLD “NIGHT OUT” 


Reviving a custom of former 
years, the Hardware Boosters 
“Night Out” was in the form 
of a beefsteak party. The party 
held March 15 at Schleifer’s 
Fashion Center Grille, 141 W. 
38th St., New York City, was 
attended by more than 140 mem- 
bers and guests. President 
Louis J. Haas, W. C. Heller & 
Co., welcomed the members and 
guests. 

The affair was in charge of a 
committee headed by Charles 
Pincus, The Stanley Works; as- 
sisted by Herbert R. Conner, 
Behr-Manning Corp.; Roy C. 
Schmidt, The Stanley Works, 
and Secretary Oscar E. Watts, 
E. C. Atkins & Co. Owing to 
the illness of Mr. Pincus, E. R. 
Sandiford, Harpware AGE, vice- 
president of the Boosters, han- 
dled the work usually done by 
the chairman. In appreciation 
of his work on the affair Mr. 
Sandiford was presented with a 
fountain pen desk set by Charles 
J. Heale, editor, Harpware AcE, 
in behalf of the Boosters. 

A bill of entertainment was 
provided by George Kohlmeier. 








DISCUSS COOPERATIVE 
ADVERTISING PLANS 


Members of the Hardware 
Dealers Association of Richmond 
met recently at Ewarts Restau- 
rant, Richmond, Va., to discuss 
the subject of cooperative adver- 
tising. John Pinder, Virginia- 
Carolina Hardware Co., Rich- 
mond and Walker Stuart, Rich- 
mond Hardware Co., discussed 
cooperative advertising as well as 
representatives of other whole- 
sale hardware houses. 

A cooperative advertising cam- 
paign was decided upon. Those 
joining in the campaign are to be 
entitled to display an insignia 
identifying their stores with the 
group. The campaign of adver- 
tising began March 12. 

President C. M. Vaughan pre- 
sided at the meeting. 











LOUIS L. HILL 


Louis L. Hill, Postville, Iowa, 
whose election as president of 
the Iowa Retail Hardware Asso- 
ciation was announced in the 
Iowa convention report published 
in the March 15 issue of Harp- 
WARE AGE. 

DISCUSS CONVENTION 

AT °’FRISCO MEETING 


At a recent meeting of the 
San Francisco Pot & Kettle Club, 
W. S. McCune, president, Asso- 
ciated Pot & Kettle Clubs of 
America, discussed arrangements 
being made for the coming 
convention to be held June 29 to 
July 1. Mr. McCune announced 
that a committee is working on 
arrangements for a suitable loca- 
tion for the convention. Paul 
Neumann presided over the meet- 
ing. 


HARDWARE AGE 








|= | jl 


| 


of 

Fix 
Lou 
anr 
pai; 
hel 
fro! 
can 


Lot 
tior 
org 
ern 
and 


Lou 
the 
mo! 
new 
pai 


Sa 


ure: 
tric 
acc 


whe 
wel 
sold 
Smi 
core 


4 
854. 
cor¢ 
con 
68,6 
recc 
414, 
584, 
the 
app 
pro: 
193: 

if 
is d 
dus 
tric: 
to | 
thos 
for 
pro’ 


thar 
trat 
to c 
ing 

uns 


MA 





7 ARE 


7E FOR 


VE 
is 


[ware 
mond 
stau- 
scuss 
dver- 
rinia- 
Rich- 
Rich- 
issed 
‘ll as 
hole- 


cam- 
hose 
10 be 
gnia 
the 
lver- 





wa, 

of 
380- 
the 
ned 


AGE—WHILE IT’S NEWS 


THE TRADE 








Executive Changes, Meet- 
ings, Current Events in 
the Hardware Trade 














MARCH 29, 1934 











ST. LOUIS PLANS ITS 
““PAINT-UP” CAMPAIGN 


Arthur A. Blumeyer, chairman 
of the Clean-Up, Paint-Up and 
Fix-Up Committee of the St. 
Louis Chamber of Commerce, has 
announced that the 1934 cam- 
paign of the committee will be 
held there in the two-week period 
from April 16 to 28 inclusive. The 
campaign is the third conducted 
in successive years by the St. 
Louis Chamber, with the coopera- 
tion of other civic and business 
organizations, the Municipal gov- 
ernment and the public, parochial 
and Lutheran schools of the city. 

The campaign conducted in St. 
Louis last year was estimated by 
the Chamber to have developed 
more than $1,000,000 worth of 
new business through sales of 
paint, hardware, flowers, shrubs 





and trees, garden equipment, 
porch furnishings, etc., and re- 
sulted in the creation of more 
than 720,000 odd jobs. 

The campaign will be launched 
by a parade of school children 
through downtown streets, and 
there will be community parades 
in various sections of the city. 
Also there will be neighborhood 
contests. Competition for the 
best posters will be conducted 
among art students of the public 
schools again this spring. 

More than 5000 school children 
took part in the downtown parade 
last year, and approximately 140,- 
000 children participated in the 
drive. 

In both of the preceding drives 
St. Louis won first prize for cities 
of Missouri and a silver cup 
offered by the National Clean-Up, 
Paint-Up Bureau in Washington. 





Sales of Approved Electric Cords 
Reflect Substantial Increase 


Based on the most reliable fig- 
ures available, the sale of elec- 
tric cords of an approved type 
accounted for approximately 25 
per cent of the market in 1932, 
whereas in 1933 the figure was 
well over 75 per cent of all cords 
sold, according to James A. 
Smith, director of the identified 
cord movement. 

Sales of more than 417,000,000 
ft. of approved flexible and 97,- 
854,000 ft. of approved heater 
cord were made last year. These 
compare with 415,500,000 and 
68,600,000 ft. respectively for the 
record year of 1929, and 287,- 
414,000 ft. of flexible and 69,- 
584,000 ft. of heater cord in 1932, 
the lowest point. Thus sales of 
approved cord were increased ap- 
proximately 45 per cent over 
1932. 

In achieving this result, credit 
is due each individual in the in- 
dustry who responded to the elec- 
trical cord manufacturers’ appeal 
to help educate the public and 
those who buy electrical devices 
for resale, on the need for ap- 
proved cord. 

Electrical inspectors in more 
than 77 cities of more than 100,- 
000, where efforts were concen- 
trated, responded to the appeal 
to call upon retail outlets detail- 
ing the need for a clean-up of 
unsafe cords. 

Practically every active elec- 
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trical league in the country has 
helped to further the Identified 
Cord Movement. Other associa- 
tions, including the National 
Electrical Manufacturers Associ- 
ation, the National Electrical 
Wholesalers Association, the Na- 
tional Electrical Contractors As- 
sociation, the National Fire 
Protection Association, the Na- 
tional Safety Council, the Inter- 
national Association of Electrical 
Inspectors, the International As- 
sociation of Municipal Elec- 
tricians, as well as Chambers of 
Commerce and various branches 
of the National Retail Dry Goods 
Association and Better Business 
Bureaus, are now giving the 
movement wholehearted support. 

Utilities throughout the coun- 
try contributed generously. Deal- 
ers, particularly department 
stores, have insisted that the 
lamps and appliances they buy 
be equipped with bracelet la- 
baled cord. All the large chain 
stores have been called on and 
are insisting on approved cord. 

The movement also secured the 
close editorial cooperation of 
business papers including Harp- 
WARE AGE, as well as class pub- 
lications, national magazines and 
newspapers. Mr. Smith reports 
that active campaigns to further 
the program are now being con- 
ducted in more than 2000 coin- 
munities. 








HOWE DISTRIBUTOR FOR 
HORTON MFG. CO. LINE 


Howe & Co., Boston, Mass., 
wholesale distributors, has _re- 
cently been appointed New 
England distributor for the elec- 
tric washing machines and iron- 
ers manufactured by the Horton 
Mfg. Co., Fort Wayne, Ind. 





F. R. GILPATRIC HEADS 
STANLO TOY DIVISION 


F. R. Gilpatric, general man- 
ager of sales promotion of The 
Stanley Works, New Britain, 
Conn., has been appointed man- 
ager of the new Stanlo Toy Divi- 
sion of that company. 





F. R. GILPATRIC 


The Stanlo sales office and 
permanent show room are located 
at Room 407 Fifth Ave. Bldg., 200 
Fifth Ave., New York City. An 
increased toy selling organization 
has been developed to handle 
Stanlo metal construction toys 
under the direction of Leo Levy, 
who handled their distribution 
last year when the line was in- 
troduced. 

Stanlo toys will be handled on 
the Pacific Coast by M. Sweyd 
& Son, 718 Mission St., San 
Francisco, and in the southern 
territory by Murray Richstone. 
Mr. Levy’s organization will sell 
Stanlo toys throughout the east 
and middle west. In announcing 
the new sales set up Mr. Gil- 
patric emphasized that the sales 
headquarters would be at Mr. 
Levy’s showrooms in New York. 

Two outstanding new develop- 
ments in the toys themselves will 
be announced at an early date. 


BUSINESS BUREAU HAS 
PERSONNEL CHANGES 


Trustees of the Columbus Bet- 
ter Business Bureau, Inc., 20 E. 
Broad St., Columbus, Ohio, have 
chosen Homer E. Frye to suc- 
ceed Harry Van Horn as man- 
ager. Mr. Frye was for the past 
ten years manager of the Toledo 
Better Business Bureau, which 
position he resigned to join the 
Columbus bureau. He is con- 
sidered an authority on business 
law, and is familiar with codes 
and their. enforcement, having 
served as executive secretary of 
the Retail Code Authority of 
Toledo. Last year he was elect- 
ed vice-president of the National 
Association of Better Business 
Bureaus. 

LeRoy Morris, extension man- 
ager of the bureau, has been 
appointed assistant manager. 





NEWTON MFG. CO. MOVES 
INTO NEW QUARTERS 


The Newton Mfg. Co., manu- 
facturers of the Kwickwick gas 
burner wick has moved from 
2150 Washington St., Roxbury, 
Mass., to 27 Haymarket Square, 
Boston. 


R. G. CAULLEY JOINS 
REPUBLIC STEEL CORP. 


Ralph G. Caulley has joined 
the Detroit district sales office of 
the Republic Steel Corp., Youngs- 
fown, Ohio, according to an 
announcement made by N. J. 
Clarke, vice-president in charge 
of sales. 

Mr. Caulley has been con- 
nected with the Wheeling Steel 
Corp. for 14 years, the last seven 
of which were spent in the De- 
troit office. 


REMINGTON HAS NEW 
QUARTERS IN NEW YORK 


A suite of rooms in the Empire 
State Bldg., Fifth Avenue, and 
W. 34th Street, New York City, 
has been leased by Remington 
| Arms Co., Bridgeport, Conn., for 
New York quarters. Included is 
a large display room specially 
decorated and furnished. There 
are on exhibition complete lines 
of Remington shotguns and 
rifles, shotshells and rifle and 
pistol cartridges as well as an ex- 
tensive display of cutlery. 
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RUSSELL, BURDSALL & 
WARD TO MAKE, SELL 
MARSDEN LOCKNUT 


Russell, Burdsall & Ward Bolt 
& Nut Co., Port Chester, N. Y., 
has acquired from the American 
Marsden Co., Jersey City, N. J., 
the sole manufacturing and sales 
rights in the United States of 
the Marsden locknut. A Marsden 
locknut division has been cre- 
ated at Port Chester for the de- 
velopment of the business. C. 
E. S. Place, formerly chief en- 
gineer of the Marsden Co., is 
now associated with Russell, 
Burdsall & Ward in this con- 
nection. 

The locknut is identical in di- 
mensions and tapping with a 
standard nut, but embodies a 
slotted head and an outer con- 
tinuous bearing surface on its 
base. When the nut is tightened 
the outer bearing surface carries 
the thread-thrust load so that the 
segments, formed in the head 
through slotting, are thrown 
slightly inward and downward 
until a definite frictional contact 
on both sides of each thread of 
nut and bolt is formed. The 
nut is said to maintain this “me- 
chanically sprung” position un- 
der all conditions of vibration. 
When the nut is released by a 
wrench, the segments move out- 
ward to their normal position, as 
under the Marsden method of 
locking, no deformation in the 
metal structure takes place, says 
the company. 

The locknut is procurable in 
ferrous and nonferrous metals to 
specially dimensioned designs 
and in sizes ranging from ma- 
chine screw upward. 


MERCHANDISE MART 
ISSUES DIRECTORY 


The Merchandise Mart, Chi- 
cago, has issued a “buyers’ 
guide” containing more than one 
hundred forty pages of listings 
of companies and individuals oc- 
cupying space in that building. 
The contents include an index of 
merchandise, floor directory, al- 
phabetical index and trademarks. 


APRIL 7-14 WILL BE 
NAT. BASEBALL WEEK 
Signalizing the opening of the 

sand-lot playing season, National 


Baseball Week will be observed 

this year from April 7 to 14. 
National Baseball Week is a 

period annually set aside by 


manufacturers and _ distributors 
of baseball equipment to mark 
the resumption of the national 
game and to focus public atten- 
tion on the sport. It will be fea- 
tured this year by two prize con- 
tests for hardware, sporting goods 
and department stores—one for 
the best window displays of 
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baseball equipment and the other 
for the best local newspaper ad- 
vertisement by a store. 

Both contests are being con- 
ducted by The Sporting Goods 
Dealer, a trade publication of St. 
Louis, Mo. Any store handling 
baseball goods is eligible to enter 
and full particulars will be sup- 
plied on request to the sponsors. 


MEALEY MANAGES 6G. E. 
REFRIGERATOR DIV. 


Harry C. Mealey, who has been 
connected with the General Elec- 
tric Co. for the past fifteen years, 
has been named manager of the 
Hotpoint Electric Refrigerator 





H. C. MEALEY 


Division of the company’s spe- 
cialty appliance sales department 
with headquarters at Nela Park, 
Cleveland, Ohio. 

Units for the Hotpoint re- 
frigerator will be manufactured 
for the Hotpoint division in Fort 
Wayne, Ind., while the cabinets 
will be built in the plant at Erie, 
Pa. Mechanism of ihe refrigera- 
tor has only three moving parts 
and is on top of the cabinet, 
which is of all steel construction. 
The interior is of porcelain while 
the chilling unit is stainless steel. 
Hotpoints will be made in three 
models of four, five and seven 
cu. ft. capacity. Promotional 
material including Hotpoint re- 
frigerator recipe books and other 
literature will be available. 

Mr. Mealey is conducting a 
series of thirty spring meetings 
with jobbers salesmen and deal- 
ers. These meetings will continue 
until the latter part of April. At 
these gatherings he is making a 
product and sales presentation. 





SAFE PADLOCK & HDW. 
APPOINTS AGENT 


The Safe Padlock & Hardware 
Co., Lancaster, Pa., recently ap- 
pointed Mill Factor Products 
Co., New York City, manufac- 
turers’ representatives, as its rep- 





resentatives in the Metropolitan 
New York area, including parts 
of New Jersey and Connecticut 
up to New Haven. 





H. A. CORNELL HEADS 
BROOKLYN ASSOCIATION 

H. <A. Cornell succeeded 
Thomas A. Grogan as president 
of the Brooklyn Hardware As- 
sociation at the annual meeting 





H. A. CORNELL 


held March 8 at the Johnson 
Building, Brooklyn, N. Y. Mar- 
tin Tarzian and Sydney Atkin- 
son were elected vice-presidents 
and Ralph S. Allen was reelected 
recording secretary. H. A. Bond 
was reelected treasurer of the as- 
sociation. H. A. Vogt and A. H. 
Dow were elected trustees and 
retiring president Grogan was 
named delegate at large. 

The association went on record 
as being opposed to the proposed 
2 per cent State retail sales tax 
and appointed a committee to at- 
tend the hearings at Albany. 
Charles D. Starks, Far Rockaway, 
president, New York State Retail 
Hardware Association, addressed 
the meeting. Martin Tarzian gave 
a report of the recent convention 
of the New York State associa- 
tion held at Syracuse, N. Y. Sup- 
per was served after the meeting. 


TOWNLEY HARDWARE 
NOW SERVEL 
DISTRIBUTOR 


Announcement has been made 
by Servel, Inc., Evansville, Ind., 
of the appointment of Townley 
Metal & Hardware Co., Kansas 
City, Mo., as distributor for air- 
conditioning and commercial re- 
frigerating equipment. 


HAS FORMAL OPENING 


Capital Hardware, Inc., recent- 
ly held a formal opening at 113 
Fourth Ave., E., Olympia, Wash. 
R. F. Miller is manager of the 
new store. Mr. Miller was for 
many years a traveling salesman 
for the Whiton Hardware Co., 
Seattle, Wash. 








3 FIRMS SPONSOR RADIO 
PROGRAMS ON GARDENS 


The Union Fork & Hoe Co., 
Columbus, Ohio, garden tool 
manufacturers, The Smith Agri- 
cultural Chemical Co., and Way- 
side Gardens, Mentor, Ohio, 
nursery, are jointly sponsoring a 
half hour radio program on gar- 
dening, broadcast every Sunday 
at 5:15, Eastern Standard Time, 
over station WLW, Cincinnati, 
Ohio. The programs are intend- 
ed to give garden enthusiasts in- 
formation on the care of their 
gardens. 

Carl Frye, a well-known land- 
scape architect, is master of cere- 
monies. Each Sunday there is 
a speaker of outstanding prom- 
inence dealing with some par- 
ticular phase of garden making. 
Music, orchestral and _ vocal, 
rounds out the program. 


BRIEFS 


Shreve Hardware Co., Shreve, 
Ohio, was recently badly dam- 
aged by fire. 

















The Franklin D. Williams 
hardware store in Taunton, Mass., 
was recently damaged by fire. 





The Paul Jensen hardware 
store in Scarville, Iowa, was re- 
cently damaged by fire. 





Portland Hardware & Electric 
Co. has leased a storeroom at 833 
Southwest 3rd Ave., Portland, 
Ore. 





Harold Fatka has rented the 
former quarters of the Apple- 
gate Hardware store in Corwith, 
Iowa, where he is operating a 
hardware business. 





The stock and fixtures of the 
Decatur & Jones Hardware store 
on South Street, Peekskill, N. Y., 
have been sold to C. F. Gardi- 
neer & Sons, Peekskill. 





Bill Stevens, formerly with 
Jordan & Stevens, Smithfield, 
N. C., hardware dealers, has 
formed a partnership with Al- 
bert Farmer to conduct a hard- 
ware store in Smithfield. 


Harrison County Hardware re- 
cently took over the business of 
the Newlon Hardware Co., 339 
W. Main Street, Clarksburg, 
W. Va. C. Arthur Waggoner, for 
the last 12 years with the Roberts 
Hardware Co., Clarksburg, is 
now manager of the store. The 
store will be completely re- 
modeled. 


HARDWARE AGE 
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MOP-IT-ON 








THE THIBAUT & WALKER CO. PRODUCES 


A really Successful BRUSHLESS FINISH! 








Tested in the Laboratory— 


Tested in the Home— 


Tested in Dealers’ Stores— 
... AND APPROVED BY ALL! 


Here’s the greatest sensation in the paint and varnish trade since 
the days of brushing lacquer! Something really new and exciting to 
attract customers and stimulate sales. Meet MOP-IT-ON . . . the 


varnish that needs no brush! 


On Floors and Linoleum... 
APPLIED WITH A MOP! 


MOP-IT-ON is a yuality varnish that 
applies as easily as wax . . . but has 
none of its shortcomings. The average 
floor can be finished in 10 to 15 min- 
utes. It is applied with a detachable 
cloth spreader or wiped on with a lint- 
free cloth. 


On Woodwork: and Furniture... 
WIPED ON WITH A CLOTH 


Woodwork and furniture are speed- 
ily and easily refinished with MOP-IT- 
ON by simply wiping it on the surface 
with a cheesecloth or any lint-free 
cloth. It will not stick or fuzz. This 
method is as quick as polishing or 
dusting. 








1934 


MARCH 29. 








a 
2, 


Entirely NEW Varnish! 
MOP-IT-ON is not just a “thinned 


varnish” ... but a new type varnish 
throughout. It dries quickly, wears 
well, resists soaps, washing com- 
pounds, hot greases and alcoholic 
beverages. You can stake your repu- 


tation on MOP-IT-ON! 


Tremendous Sales Appeal! 


Wherever dealers have placed MOP- 
IT-ON on counter display, distributed 
circulars or held demonstrations, great 
interest, many inquiries and sales have 
resulted. Enthusiastic housewives are 
spreading the good news to their 
friends. 


Sales Helps Available! 


Attractive counter displays, circulars 
and window streamers are available to 
dealers. Newspaper mats or electros 
are at the disposal of dealers for their 
local advertising. Several test radio 
programs are in progress. Increased 
advertising is planned as distribution 
spreads." 


JOBBERS—DEALERS ... write! 
MOP-IT-ON is sold thru the jobber- 


dealer channel. It offers an attractive 
margin of profit for both. Send cou- 
pon to get full details and prices. DO 
IT NOW ... prepare for the spring 
season. 







# Send COUPON -TODAY ! 


The Thibaut & Walker Co. HA 1-29 

46th Road, Long Island City, N. Y. 

Gentlemen: 

Send full details about MOP-IT-ON 

Be onde ea ord a eR RS ar cae 

IN oid hi sc-i.d din saa Sa See Gea ras 

BN ececbsiet ache diss 04ba sede eeu BOD. cs tatersedaes 

PU SURE 3:5: cds mowakwammeneotecgeaaramaebiwiowa 
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Committee Adopts Reorganization Plan 


for Associated 


Definite steps have now been4 
taken looking toward the reorgan- 
ization of the Associated Sim- 
mons Hardware Companies. The 
registration statement required by 
the recently enacted Federal Se- 
curities Act has been filed with 
the Securities Division of the 
Federal Trade Commission, and 
under date of March 9, 1934, the 
Commission issued its order de- 
claring the registration effective. 

The Noteholders’ Protective 
Committee thereupon publicly an- 
nounced the adoption of the plan 
and copies of it have been sent 
to all noteholders who have here- 
tofore deposited their notes with 
the committee. 

Generally speaking, the reor- 
ganization plan involves the for- 
mation of a new corporation with 
an authorized capital stock of 
600,000 shares of common stock 
of no par value. All noteholders 
who kave deposited their notes 
with the committee and have con- 
sented to the plan will receive 
100 shares of stock for each 
$1,000.00 in principal of notes 
and in addition one share of stock 
for each $10.00 of unpaid interest 
as represented and limited by un- 
paid coupons on his notes. Pre- 
ferred stockholders of the As- 
sociated Simmons Hardware Com- 
panies will be permitted to sub- 
scribe for the stock of the reor- 
ganized company in the ratio of 
one share in the new company for 
each two shares of preferred 
stock in the old company and will 
be required to pay $5.00 for each 
of said shares so subscribed. 

As of April 1, 1933, the Phila- 
delphia unit was sold and since 
that time the three operating 
units of the Associated Simmons 
Hardware Companies have been 
Simmons Hardware Company of 
Missouri, Mound City Paint and 
Color Company, and Enders Razor 
Company. The only other active 
company is the Simmons Ware- 
house Company, which holds title 
to real estate. 

For the year 1933, the three 
operating companies are said to 
have responded most satisfactorily 
to the general improvement in 
economic conditions. For the first 
two months of 1934, the aggregate 
volume of sales of these com- 
panies has increased almost 100 
per cent compared with the cor- 
responding months of 1933. 
BUYS CANASTOTA SUPPLY 

George D. Nichols and his son 
Edward have acquired the busi- 
ness of the Canxstota Supply Co., 
Canastota, N. Y., hardware firm. 
They will operate the business as 
the Nichols Hardware Co. in the 
same store as that occupied by 
the former Canastota Supply Co. 
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M. HOFFMAN TO MANAGE 
CUSSINS & FEARN CO. 


Meyer Hoffman has been made 
general manager and a director 
of the retail hardware chain of 
The Cussins & Fearn Co. Co- 
incident with the appointment of 
Mr. Hoffman, announcement was 
made that the main store in Co- 
lumbus will be moved from Spring 
and Front Sts. to the Armbruster 
Bldg., 150 N. High St. The quar- 
ters at Spring and Front Sts. will 
be used for warehouse purposes 
after the main store is moved. 

Mr. Hoffman was _ formerly 
president and general manager of 
a department store in Trenton, 
N. J., which was one of the Na- 
tional Department Store units. 





AMERICAN HARDWARE 
REELECTS OFFICERS 


Officers were reelected at the 
recent annual meeting of the 
stockholders of the Amer- 
ican Hardware Corp., New 
Britain, Conn. Those reelected 
are: president, George T. Kim- 
ball; first vice-president, Charles 
B. Parsons; second vice-presi- 
dent, C. H. Baldwin; vice-pres- 
idents, George P. Spear and Isaac 
Black; secretary, George Hilde- 
brandt; treasurer, Isaac D. Rus- 
sell; assistant secretary, Joseph 
C. Andrews and assistant treas- 


urer, William H. Booth. 





Convention Calendar 





Week of April 9, 1934 


AMERICAN Toy Fair, Hotel McAlpin, New York, N. Y., April 
9 to 28 inclusive, 1934. James L. Fri, managing director, 
200 Fifth Ave., New York, N. Y. 


Week of April 23, 1934 


68th Semi-Annual Convention of the American Hardware 
Manufacturers Association and the 44th Annual Convention 
of the Southern Jobbers Association will be jointly held at 
the Arlington Hotel, Hot Springs, Ark., April 23 to 26 
inclusive, 1934. Secretary Manufacturers Assn.: Charles 
F. Rockwell, 342 Madison Avenue, New York, N. Y. Secre- 
tary Southern Jobbers Assn.: T. W. McAllister, Grant 


Bldg., Atlanta, Ga. 


Week of June 4, 1934 


Mississtpp1 Retail Hardware and Implement Association An- 
nual Convention and Exhibit, White House Hotel, Biloxi. 
Miss., June 4 to 6 inclusive, 1934. John F. Jennings, secre- 
tary, Box 846, Jackson, Miss. 


Carotinas—The Hardware Association of the Carolinas An- 
nual Convention, Franklin Hotel, Spartanburg, S. C., June 
5 to 7 inclusive, 1934. Arthur R. Craig, secretary-treasurer. 
803 Commercial Bank Bldg., Charlotte, N. C. 


Epison Electric Institute’s Second Annual Convention, Tray- 
more Hotel, Atlantic City, N. J., June 4 to 7 inclusive, 1934. 


Week of June 18, 1934 


35th Annual Congress of the National Retail Hardware Asso- 
ciation, Hotel Fort Des Moines, Des Moines, Iowa, June 
18 to 21 inclusive, 1934. Managing director, H. P. Sheets. 
130 East Washington Bldg., Indianapolis, Ind. 








Moving to Larger Quarters 


Underhill, Clinch & Co., whole- 
sale hardware, 84 White St., New 
York, N. Y., has been reorganized 
with the election of Carlton B. 
Waller as president and director. 
For the past several years Mr. 
Waller has been identified in 
varying capacities with the hard- 
ware, steel and electrical supply 
industries. Previous to this he 
served as an executive of the 
Bradstreet Co., in charge of one 
of its national subsidiaries. 
earlier in his career, he was en- 
gaged in commercial credit and 
legal pursuits. 

After May first the company 
will be located on the fifth floor 
of the Port Authority Commerce 
Bldg., 111 Eighth Ave., where 
larger and more modern quarters 
will facilitate improved service 
on both truck and pick-up orders. 
The new quarters are well located 
for distribution purposes, and 
have splendid transportation fa- 
cilities. 

Founded in 





1856. Underhill. 


© 


Still | 





Underhill, Clinch Reorganizes; 
C. B. Waller New President | 





Cc. B. WALLER 


Clinch & Co., has enjoyed an ex- 
cellent reputation. 

The new management intends 
to adopt a more aggressive sales 
policy and contemplates the ad- 
dition of several new lines of 
merchandise in keeping with the 
current requirements of the re- 
tail hardware trade. 


CAMPAIGN INCLUDES 
G.E. SALES CONTESTS 


In connection with the 66-day 
campaign, announced on page 
57 of the March 1 issue of Harp- 
warE Ace, the General Electric 
Co., Refrigeration Dept., Cleve- 
land, Ohio, will sponsor a spring 


| sales contest. The contest formal- 


ly opened in the South on March 
19 and carries through to May 
19; in the North on April 2 and 
closing on June 2. 

At the conclusion of the con- 
test, prizes will be awarded on 
the basis of the best sales jobs 
performed. These winners will 


| include 11 best distributors, two 


best commercial sales managers. 


| two apartment house sales man- 





agers, two wholesale sales man- 
agers, two district managers, two 
utility merchandise managers, two 
dealers and two sales promotion 
managers. 

All of the winners will be 
brought to Cleveland for the an- 
nual summer convention of the 
company’s specialty appliance 
sales departments. At that time 
they will participate in the “All- 
Star Review,” which will present 
to the field the best practices and 
methods of the 31 sales stars. 


HARDWARE AGE 
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FULL-PAGE 
KITCHENKOOK 
ADVERTISEMENT 
APPEARING IN THE 
APRIL ISSUE OF 
“THE COUNTRY 
GENTLEMAN.’ 


WE'VE gone before the rural 
market with consumer advertising 
that’s unsparing in claims and en- 
thusiasm. ... Because we know the 
new 1934 Kitchenkooks have “the 
stuff!’—real Instant Lighting; real 
Automatic Carburetor Control; 











positive protection against, “flood- 
ing”: “Class A” listing by the 
Underwriters’ Laboratories; Sta- 
Klean generator that’s five times 





as resistant to carbon deposits as 


the ordinary type; Everdur fuel 


reservoir that’s guaranteed for the 
life of the stove; scientific burner, 
oven and broiler design having no 
superior for cooking efficiency; 
beautiful designs and finishes that 
match the finest city-gas stoves— 
and a lot more features that help 
to make Kitchenkooks the greatest 
gasoline-pressure-stove line in 


operate as @ city-gas 
stove. And just as 
SAFE. Listed as Clans 
A” by the Underwrit 





existence! Hop aboard Kitchen- 
kooks. . . . They're going places 
during 19341 We've “oodles” of 
sales helps and ideas. A word 


from you brings full details. 





AND DON’T FORGET KAMPKOOKS 
—the tourist and outdoor stoves known 
frorm coast to coast. There'll be a heavily 
revived demand this year under the sun- 
shine of National Recovery. 





AMERICAN GAS MACHINE COMPANY, Inc. 


FACTORY — Albert Lea, Minn. ° 


MARCH 29, 1934 


BRANCHES — 360 Furman Street. Brooklyn, N. Y. 


4242 Hollis Street. Oakland, Calif. 
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S. L. WEBSTER 


As we go to press we learn of 
the tragic death of S. L. Webster, 
Detroit, Mich., manufacturers’ 
agent, who was 
killed by a 
train at Fort 
Lauderdale, 
Fla., Mar. 21. 
Mr. Webster 
had been active 
in the hard- 
ware trade for 
twenty years, 
latterly as a 
manufacturers’ 
represen- 
tative. He at- 
tended the jobber-manufacturers 
conventions for many years. 

He was at one time vice-presi- 
dent in charge of sales of the 
Metalcraft Heater Corp., Grand 
Rapids, Mich., and president of 
the Kelch Ventilating Heater Co., 
holding company of patents un- 
der which products of the Metal- 
craft company are made. Previ- 
ously he had been vice-president 
and general manager of the 
Sand’s Level & Tool Co., Detroit, 
Mich. Prior to that time he was 
associated with E, C. Atkins & 
Co., Inc., Indianapolis, Ind., as 
assistant sales manager. 





S. L. WEBSTER 





HON. BYRON PHELPS 


Hon. Byron Phelps, 91, who 
invented the Corbin unit lock, 
died recently in Seattle, Wash., 
after a brief illness. About 35 
years ago he went to New Bri- 
tain, Conn., where he worked for 
P. & F. Corbin, for several years 
on lock development. He had 
patented more than 50 inventions, 
mainly locks and farm machinery. 
Mr. Phelps served in the Civil 
War and later became county 
clerk in Illinois, after which he 
moved to Seattle where he was 
county treasurer in 1890, mayor 
in 1894 and county auditor in 
1912. In 1927 he was elected 
commander of the Grand Army of 
the Republic for Washington 
State and Alaska. 


ERNEST J. SCHADER 


Ernest J. Schader, 72, until a 
few months ago a salesman for 


Topping Brothers, New York 
City, heavy and marine hardware 
house, died March 19. Mr. 


Schader went with the Topping 
organization in 1895 and con- 
tinued there until poor health 
forced his retirement from busi- 
ness. He was long a member of 
the Hardware Boosters. 

He is survived by a son. 
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THOMAS W. BRYANT 


Thomas Wallace Bryant, 74, 
chairman of the board of the 
Union Hardware Co., Torring- 
ton, Conn., died March 15 of 
heart failure. Before associating 
himself with Union Hardware in 
1888 he had been secretary and 
superintendent of the Electrical 
Supply Co., Ansonia, Conn., for 
eight years. From 1888 to 1903 
he was secretary and manager 
of the Union company and was 
president from 1903 to 1928, 
when he became chairman of 
the board. 

He was prominent in the Re- 
publican party and was a Presi- 
dential elector in 1916. He was 
a deputy judge of the City Court 
and held many civic positions in 
Torrington. Mrs. Bryant, four 
daughters and a son survive. 





HERMAN BEHR 


Herman Behr, 86, formerly one 
of the largest manufacturers of 
sandpaper in the United States, 
died March 6 at his home in New 
York City, following an illness of 
a year and a half. A native of 
Hamburg, Germany, he came to 
this country as an infant. He 
founded the former Herman Behr 
& Co. organization, sandpaper 
manufacturers, and remained at 
the head of it until his retire- 
ment when it was merged with 
the Manning Co., Troy, N. Y., 
to form the Behr-Manning Corp. 

Mrs. Behr, four sons and two 
daughters survive. 





ARTHUR C. HARVEY 


Arthur Carroll Harvey, former- 
ly president, Arthur C. Harvey 
Co., Boston, heavy hardware 
house, died recently at his home 
in Wellesley Hills, Mass. He was 
69 years of age. 





HUDSON E. BRIDGE 


Hudson E, Bridge, 75, chair- 
man of the board, Bridge & 
Beach Mfg. Co., stove manufac- 
turers died recently at his home 
in St. Louis. He had been in- 
active in the management of the 
business for about 10 years, al- 
though retaining the position of 
chairman of the board. Two sons, 
Leighton and Laurence Bridge 
are officers of the company. 





THOMAS J. McMEEKIN 


Thomas J. McMeekin, 62, of 
the Burroughs-McMeekin Hard- 
ware Co., Jacksonville, Fla., died 
recently at his home in that city 
following a long illness. 


OBITUARY 














GEORGE P. PETERSON 


George P. Peterson, 73, for 
more than 40 years in the hard- 
ware business in Providence, 
R. I., died recently. He served 
in the Providence City Council 
for seven years and was alder- 
man for two years and was for 
two years a member of the State 
legislature. 

He is survived by a daughter 
and a son. 


WILLIAM V. HAGER 

William V. Hager, 75, Harts- 
ville, Tenn., for many years a 
hardware dealer, died in that 
town recently. He had been in 
the hardware business at the 
same location on Main St. for 
forty-two years, the business hav- 
ing been established by his 
brother, Dr. White Hager, in 
1874. 
member of the Tennessee asso- 
had served as its 


Mr. Hager was an old 


ciation and 





W. V. HAGER 


president. Later he became a 
member of the Southeastern Re- 
tail Hardware & Implement As- 
sociation. He had been a reader 
of HarpwareE AcE and its prede- 
cessors for forty-two consecutive 
years. 

Mr. Hager was active in civic 
affairs and church activities. Mrs. 
Hager survives. 


WILLIAM SCHOCHAT 

William Schochat, 44, Hastings- 
On-Hudson, N. Y., whose hard- 
ware store was recently badly 
damaged by fire, died recently 
after a lingering illness. 





FRANK WESTERHOFF 


Frank Westerhoff, St. Louis, 
Mo., who formerly operated a 
hardware store in that city, died 
at the age of 81. He had re- 
cently been in retirement. 


HAAS DIES SUDDENLY 

WAS PRES., BOOSTERS 

Louis J. Haas, 41, eastern rep- 
resentative of W. C. Heller & 
Co., Montpelier, Ohio, died sud- 
denly on March 16. He was pres- 
ident of the N. Y. Hardware 
Boosters, in which organization 
he had been active for many 
years. The night prior to his 
passing, Mr. Haas had presided 





LOUIS J. HAAS 


over the Boosters annual dinner 
and was apparently enjoying 
sound health. Unknown to his 
many friends, he had suffered for 
some time with an_ incurable 
heart ailment. This led to his 
death, while covering his terri- 
tory. Mr. Haas dropped dead in 
Neptune City, N. J., shortly 
after noon on March 16. 

Lou Haas was an active, friend- 
ly fellow, much respected among 
salesmen and dealers. Many ef- 
fective store arrangements in the 
east were designed by him or 
with his help. His passing is a 
distinct loss to the hardware 
trade and a host of friends will 
miss him. 


GEORGE MOSKOWITZ 


George Moskowitz, 62, who 
with his son Albert operated a 
hardware and radio business at 
1318 Myrtle Avenue, Brooklyn, 
N. Y., died recently at his home. 


HARDWARE AGE 
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A STANCO PRODUCT 


FLIT 


POWDER 


«BED BUGS 
WATER BUGS 
ANTS, FLEAS 
LICE 


AND MANY OTHER 
HOUSEHOLD INSECTS 




















ACTIVE INGREDIENTS PYRETHRUM FLOWERS 94% 
EXTRACT TUBA TOXIN ..._ 1% 
INERT INGREDIENTS...._..._...._...........5% 








; ROACHES ,BED BUGS 
WATER BUGS, FLEAS,ANTS 
Lice 
AND MANY OTHER 
HOUSEHOLD INSECTS 












































ACTIVE IMCREDIENTS * 


PYRETHRUM FLow 
OuTmac 
WERT IMCREDIENTS -.-.---- 
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¥ UGA TOU ....- 


Re 





BEST KNOWN INSECT POWDER 









a) 


sree” 


STANCO DISTRIBUTORS, INC., 2 PARK AVENUE, NEW YORK CITY 


MARCH 29, 1934 


Stanco has made and now introduces the best Insect 
Powder on the market. It is made on an advanced 
principle of manufacture, and is unlike all that have 


come beforeit. It has the highest possible killing power. 


EXTENSIVE ADVERTISING PLANNED 


Flit Powder will quickly be made known to millions 
and its quality will assure repeats—just as Flit Spray 


has become the most famous of all insect sprays. 


POWDER IN 3 SIZES 


Small Can (34 0z.) . . . 
Medium Can (214 oz.) 
Large Can (Full pound) . 


90 cents per dozen 
$2.00 per dozen 
- $12.00 per dozen 
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Whats New 


for Retail 
Hardware Stores 


Thibaut & Walker 
“Mop-it-on” Varnish 

A new type varnish, using synthetic 
resins, special solvents and made from a 
special formula. Applied to floors and 
linoleum with a detachable cloth spreader 
or any lint-free cloth. On woodwork and 
furniture it is wiped over surface with 
cheesecloth or lint-free cloth, like dusting. 
The maker states that it does not stick 
or leave a fuzz on the surface and that it 
has quick drying time and durability. 
Available in quart and pint containers for 
the household trade. The Thibaut & 
Walker Co., 46th Road, Long Island City, 
x. ¥. 


“Skee-Zee”” Cushion Rubber 
Skate Strap Pads 


Built of air sponge rubber they are 
processed chemically to resist moisture 
and weather changes. Colorful felt top, 
vulcanized on the rubber lend attractive 
appearance. To eliminate bone strain, etc. 








Each pair attached to a card. Packaged 
24 to a pair in assorted colors; red, green, 
blue and brown. Suggested retail selling 
price 10c. a pair. Dealer cost $9.00 per 
gross pairs. Judsen Rubber Works, 4107 
W. Kinzie St., Chicago, IIl. 


“Pin-It-Up” Indirect 
Lighting Unit 

Pins up on the wall with a push pin. 
For use on walls next to card tables, etc. 
Uses G-30 250 watt Indirect Mazda 
lamp weighing one and a half pounds, it 
may be quickly and easily put up or taken 
down. Of modern design it has an alumi- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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num shade having the effect of opal glass 
trimmed with gleaming metal says the 
maker. May also be used for stores, of- 
fice, etc. Suggested retail selling price 
about $6. Said to give 12 foot-candles of 
light in ordinary living room 12 by 16 feet, 
if ceiling and walls are of light color. 
Railley Corp., 850 Euclid Ave., Cleveland, 
Ohio. 


“Dutch Brand” Friction 
Tape Dispenser 
Attractively lithographed metal unit con- 


tains the 5c., 10c., 20c. and 35c. packages 
of Dutch Brand friction tape and takes 
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less than a square foot of counter space. 
This dispenser does not replace the Dutch 
Brand friction tape put up in display 
cartons. Unit which revolves contains 
sixty-seven rolls totaling ten pounds. Dis- 
penser packed in individual carton. Van 
Cleef Bros., Woodlawn Ave., 77th to 78th 
St., Chicago, Il. 


Eagle No. 227 Hydraulic 
Pump Oiler 


Will dispense light penetrating or heavier 
grade oils. For garages and service sta- 
tions. Fine point on detachable brass 





nozzle enables operator to deliver one drop 
or a full stream of oil in very small open- 
ings. Capacity % pint. Length of spout 
6 inches. Suggested retail selling price 
$1.00. Eagle Mfg. Co., Wellsburg, W. Va. 


““Tu-Weeler” Roller Skates 


Featuring stream-line construction they 
have two large wheels, long wheelbase, 
low swung chassis and smooth ball bear- 
ing action. Have “vibration proof” rub- 
ber shock absorbers. Adjustable shoe 
clamps, special aluminum alloy rustless 
chassis, oak tan cowhide strap, form fitted 
heel and wheels designed for speed and 
long wear, 2% in. in diameter with solid 
aluminum alloy tires. Packed in indi- 
vidual boxes, lithographed in_ color. 





Smaller size fits shoes 8% in. in length and 
adjusts to 11 in. Larger size fits shoes 
9% in. in length adjusts to 12% in. Spe- 
cial wrench furnished with each pair of 
skates for adjusting and_ retightening 
skates to proper size. Suggested retail 
selling price $6.00 per pair. The Hart- 
ford Steel Ball Co., Hartford, Conn. Ed. 
W. Simon Co., 302 Broadway, New York 


City, manufacturers representatives 
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ie clean-up time! In home, store, office, 
city parks and streets. There’s your 













































































onal a ; mn a market, and here’s your line—CYCLONE 
—— |= —— BURNER BASKETS IN RED ENAMEL. 
3 = SSO OCYCLONE CATCH-ALL BASKETS IN GREEN 
~- MT ENAMEL. THE COLOR HELPS TO SELL 
a a6 THEM. 
specs oo - = ° = Baskets that will stand the gaff. Heavy. 
Anat ; fy = 5) EY Strong. Durable. In various sizes. Not a 
: R- 4S : wire can slip or a hoop come loose, inter- 
y i > 4 . sections are electrically welded. The pro- 
» “ - t- : ~~ 5 tective paint is baked on. In fact, these 
4,” a7) Bs oe baskets are worth so much more per dollar, 
: y Toe BSW that not even ‘‘bargain’’ merchandise can 
LS { stand the competition. 
wi y if?) Extra quality—national advertising—good 
Vi ns <4, g i a‘, profit—for 47 years these principles have 
. , made Cyclone ‘‘Red Tag’’ products ex- 
tremely profitable and fast selling items in 
; the hardwarestore.Stock the “Red Tag” line 
I ft eek shown below. Order your baskets NOW. If 
oy , a ; Tt your jobber can’t supply youwrite us direct. 
_ i’ ‘ CYCLONE FENCE COMPANY 
Pee, 4 General Offices: WAUKEGAN, ILL. 
; = : we ; BRANCH OFFICES IN ALL PRINCIPAL CITIES 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
rm A Pacific Coast Division: 
~ a , STANDARD FENCE COMPANY, Oakland, Calif. 
the 7 
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or . BURNER AND 
CATCH-ALL BASKETS 

















WIRE SCREEN CLOTH LAWN FENCE “RED TAG” GATE BURNER BASKET HARDWARE CLOTH 
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Globar Electric Match 


An electric lighter with a small “Globar” 
or small non-metallic electric heating ele- 
ment. Pressure of button brings the 
“Globar” up to heat almost instantly. Each 
lighter equipped with tested connection 
cord, so it may be conveniently plugged to 
any floor or light socket or attached to 
smoking stands or lamp. Element is said 
to last for years. Sold in standard pack- 
ages of 12. Suggested retail selling price, 
50c. Display card furnished free to deal- 
ers. Globar Corp., subsidiary of The Car- 
borundum Co., Niagara Falls, N. Y. 


Continental Screw Issues 
“Holtite” Catalog 


A complete and comprehensive catalog 
including price lists, tables, standards, 
charts, diagrams and technical data. The 
catalog is conveniently indexed and every 
item is illustrated. Offered as a handbook 
to give information users of screws and 
bolts are likely to need. The entire catalog, 
which is of attractive appearance, has a 
modern cover showing some of the com- 
pany’s “Holtite” screws and bolts. Con- 
tinental Screw Co., New Bedford, Mass. 


Miracle Paint Cleaner, 
Brush Cleaner 


Miracle Paint Cleaner will not settle, 
regardless of the amount mixed and will 
not streak nor thicken while it is in use, 
says the maker. Miracle Brush Cleaner, 
packed in four ounce packages, in attrac- 
tive counter displays of 24. The maker 
states that it is both a brush cleaner and a 
preservative, as after being cleaned the 
brush may be kept in the same solution. 
Display boards available. Paint Cleaner 
costs dealer $2 per dozen and lists at 25c 
each, brush cleaner costs dealer 72c per 
doz. and lists at 10c each. Miracle Chemi- 
cal Products Co., 1426 W. 3 St., Cleveland, 
Ohio. 
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Counter Display For 
Eveready Flashlights 

For the new line of _nickel-plated 
Eveready flashlights. Flashlights are 


nickel-plated on brass ‘stock. Display 
holds one of each of the following: gen- 


en 
’ EVEREADY 


FLASHLIGHTS 





eral utility type, list 55c.; focusing spot- 
light, list 65c.; 3-cell focusing searchlight, 
list $1, and 5-cell focusing searchlight, list 
$1.50. National Carbon Co., 30 E. 42nd St., 
New York City. 


Remington Target Cartridge 
With Sharp Shoulder Bullet 


This .22 Long Rifle indoor target cart- 
ridge for pistol and rifle has an appearance 
different from other target cartridges. The 
maker states that the bullet cuts a sharp, 
clean hole, that shots are easier to spot and 








that scoring is easier, faster and more 
accurate. It is designed to have the same 
accuracy as the Remington .22 long rifle 
lines Remington Arms Co., Inc., New 
Haven, Conn. 


Lamneck Laundry Trays 


Which are of attractive design and strong 
construction are finished in green, gray or 
brown enamel. Any color furnished in 
lots of two dozen or more. Body of tray 
has_ waterlocked joints, without solder 
showing and is perfectly smooth on the 
inside. The Lamneck center-hinged type 
cover serves as a convenient table top. It 
is easily removed, when using both sides 
of tray, yet it need not be removed to use 
only one compartment. Lamneck type of 
caster is another refinement. Casters are 


black fiber, easy rolling yet tough and long 
wearing. Illustrated circular with complete 
description and prices may be obtained 
from Lamneck Products, Inc., Columbus, 


Ohio. 


Stelwagon Display Rack 


For “Stelco” Asbestos Roofing Cement 
and “Kure-A-Leke” fibre coating for roofs. 
Rack given free with an order totaling 
$21.80. The rack, which measures 4 ft. 
high and 27 in. wide, will display seven 
one pound cans and four five pound cans 
of “Stelco” Abestos Roofing Cement as 





well as three one gallon and two five gallon 
pails of “Kure-A-Leke” Fibre Roof Coating. 
Holders provided for circulars on both 
products. Stelwagon Mfg. Co., 19th St. and 
Washington Ave., Philadelphia, Pa. 


Goodrich Offers Two New 
Passenger Car Tire Tubes 


The Gold and Black tube, which, the 
maker states, will not be cut to ribbons if 
run flat, is of specially compounded gold 
and black rubber in two sections. Entire 
tube made of one tough rubber stock, then 
a layer of abrasion-resisting rubber is vul- 
canized over inside circumference of tube. 
This strip is made to give resistance to 
chafing at points where the most chafing 
action occurs, and afford double protection 
from causes of tube failure, says the maker. 
The company also offers “Seal-O-Matic,” a 
puncture-sealing tube which incorporates a 
layer of plastic gum rubber inside tube 
wall. Rubber, especially compounded for 
this one purpose, flows into any hole that 
may be driven into tube without allowing 
the tube to lose the air, and is so light it 
can be used on smallest cars, allowing them 
to ride as easily as on ordinary tubes, says 
the maker. The B. F. Goodrich Co., Akron, 
Ohio. 
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BE READY FOR 


THIS BUSINESS 
OFF thebe 


Screens and screen doors were so badly neglected during the 
depression that there is now more replacement business in this 
line than in years. The flies will see that it is DONE now. Be 
ready QIt will be easier to sell McKinney fittings for this 
business because you can tell your customers they are made 
by one of the foremost hinge manufacturers in the country. 


USE THIS TO GET 
PRICES: 


--.OR WRITE YOUR 
JOBBER 








McKinney Manufacturing Co., Pittsburgh, Pa. 


Send me prices and discounts on the items checked below: 


IR ibe casdccinadanecatekasnadndsawmaxaccmedonase 


emai. 


Check Here 





Screen Door Sets 
BUTTS: Ball-tip, loose pin. 2%x2% 
or 3x3. 


HANDLE: 4'%-in. or 5%-in. 

SPRING: No. 2 or No. 3 Wire Spring 
with hooks. 

HOOK: 2'-in. Hook with eye. 

Packed one set in box with wood screws. 





Check Here 


Screen Door Hin ges 


Ornamental wrought steel Hinges which 
can be taken down by removing 
ball-tip loose pin. 

2%x2% or 3x3. Japanned; sherardized 
or cadmium finish. 





Check Here 


Window Screen Hinges 


Designed especially for this purpose. 
Loose joint makes it easy to put screens 
up or take them down. Plain steel; 
japanned or galvanized with brass pin. 








Check Here 


Hangers for Screens 
and Storm Sash 


Three different types of these Hangers. 
Send for illustrations and descriptions. 





McKINNEY HARDWARE 





McKINNEY MANUFACTURING COMPANY 
Pittsburgh Penna. 
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For Real Action— 


} 
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LAMNECK > 
Mol larelay Trays 


ERE’S an item that MOVES! Strong, sturdy, 
beautifully enameled laundry trays—at 
prices that will bring you a flood of business. 


Note carefully: First-quality rust-resisting iron. 
Trays double-seamed for tightness—all seams 
water-locked—Guaranteed Leak-Proof. Rich 
colors! Rich design! Ample eye-appeal! And 
quality-built thru and thru! 


Top frame heavy galvanized rod. Strap steel re- 
inforcing. Bronze drain cocks—heavy angle iron 
legs—easy-rolling black fibre casters. Each double 
tray 40 gal. capacity. Sturdy removable metal 
table-top cover—center-hinged for greater con- 
venience—an exclusive Lamneck feature. 


Thousands of homes in every community need a good 
portable laundry tray. And they don’t make them any 
finer than the Lamneck! In lots of two dozen or more— 
four-fifty net! Special discount on carload orders. If you 
want a special that will make ’em MOB your store, give 
this item a real play! Order now—one or a carload. 
Quick shipment—any color you want on orders for two 
dozen or more. Standard colors are green, grey or 
brown. Write or wire—for real Sales Action. 


LAMNECK PRODUCTS, INC. 
420 Dublin Avenue Columbus, Ohio 


Order a CARLOAD! 
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Retailers Oppose Open Price Policies 


(Continued from page 50) 


Dr. Nystrom: The National Code 
Authority has not started that. 

Chairman Whiteside: Then your 
statement regarding the effects so far 
is rather general? 

Dr. Nystrom: That is general, but 
it seems to me rather elementary, 
simple. 

Chairman Whiteside: You used 
the word “monopoly” in your dis- 
cussion. Does the open price method 
lend itself to monopoly more readily 
than this secret price? 

Dr. Nystrom: Yes. 

Chairman Whiteside: 
spect? 

Dr. Nystrom: Assuming that there 
is fair competition—open prices—it 
makes it possible to have a control 
for an entire industry, which is in 
itself a monopoly. 

Chairman Whiteside: I seli a bill 
of goods and charge $2.00 a dozen, 
and report that to some one, and 
they do not know my name or the 
name of the customer. That is re- 
ported after the fact and after the 
sale. What is there that would tend 
toward monopoly? 

Dr. Nystrom: Not a thing. 

Chairman Whiteside: I am talking 
about the provisions of the code. 

Dr. Nystrom: This method you 
are suggesting is harmless. It might 
be useful. If these figures were com- 
piled by an impartial organization, 
they might be useful, because—might 
be useful to everybody concerned, 
but you have them compiled in ad- 
vance of sales or in a way after 
sales are made, so that coercive mea- 
sures may be applied, and you have 
the beginning of something that may 
be even monopolistic. 

Chairman Whiteside: We are talk- 
ing about secret prices, the name of 
the seller, but not the buyer. You 
have a salesman who goes in and 
sells a bill of goods to a customer. 
who might tell him he has bought 
goods at a lower price, the identical 
goods, that has been quoted by the 
seller. What possible help could 
this man get, excepting his own judg- 
ment as to whether that were so, 
and does not that contribute toward 
the demoralization of a market? 

Dr. Nystrom: In principle it does; 
I agree with that. There is no one 
of experience who does not have 
that to contend with. The remarks 


In what re- 
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made by the salesman and the buyer 
are in common business which must 
be discounted quite a good deal. 

Chairman Whiteside: What harm 
would it do the buyer to call up the 
code authority, that could be trusted, 
and say the quotation has been made, 
that the price was filed, which could 
not be changed for five days? How 
could that be made monopolistic? 

Dr. Nystrom: Not the way you ex- 
press it. 

Chairman Whiteside: That is pro- 
vided in most codes now. 

Dr. Nystrom: I would not want 
to put myself in a position to argue 
with you, but we have been reading 
the codes and we have talked to 
members who seek to go further. 

Chairman Whiteside: I am talking 
about the provision. Do not the 
provisions stipulate what I have 
said? 

Dr. Nystrom: Yes, most of them 
have. 

Chairman Whiteside: May we 
draw a distinction between the mat- 
ters carried out literally, the abuses 
of the code by administration in con- 
nection therewith? 

Dr. Nystrom: Yes, provided you 
will permit the suggestion, the com- 
pilation of prices be made by an im- 
partial agency. 

May I be permitted to suggest the 
desire for open prices will disappear 
completely among those manufac- 
turers, groups, if this suggestion is 
put up to them, I think the sugges- 
tion will become meaningless to 
them. 

Chairman Whiteside: I think we 
all are inclined to feel we should 
not get Government into business any 
more than is required. Are you with 
me on that? 

Dr. Nystrom: Absolutely. 

Chairman Whiteside: We will as- 
sume there is an impartial agency 
we can trust. There are people now 
that can be trusted, and because their 
income comes from some place, 
nevertheless, they can be truthful. 
There are such people in the world. 

Dr. Nystrom: I will grant that. 
That is a big concession to make 
here. 

Chairman Whiteside: A point I 
want to make, I want a direct ques- 
tion, and I will give you this mat- 
ter to consider, if these prices should 





be filed with a waiting period, would 
—with an impartial agency, would 
you object or would you have the 
same strength as to your opposition 
which you now have under existing 
conditions? 

Dr. Nystrom: I would not object 
to the collection of prices and price 
statistics if made by an impartial 
agency, but let us be sure we see 
the paragraph in the code in con- 
nection with that price. 

Chairman Whiteside: We are try- 
ing to work out a way to make these 
provisions work according to their 
intent. I do not refer to the Govern- 
ment as being the agency, and I am 
thinking agencies should be set up 
for that purpose. 

Dr. Nystrom: I do not think so. I 
do not think there is any possible or- 
ganization that can collect these and 
be responsible properly to the pub- 
lic, other than a public body, Gov- 
ernment or branch of the Govern- 
ment. 

Chairman Whiteside: You are 
thinking of the determining of the 
price instead of the integrity—you 
mean you think it is absolutely im- 
practicable—you think, to set up an 
impartial agency, with integrity, that 
would accept the information that 
would come in from that district and 
dispose of that to all those interested, 
at the same time? 

Dr. Nystrom: Yes, I think that is 
entirely possible. That would aid 
very materially in administering 
these codes. This is a matter that I 
had not intended to say anything 
about. I think business men have a 
right to raise the question, if not a 
protest. 

Chairman Whiteside: I will bring 
out this point. Why would it cost 
more for those outside the code au- 
thority than those employed in the 
code authority? 

Dr. Nystrom: If that is possible 
—you will have as many code au- 
thorities providing for them; if there 
are 20 code authorities in New York 
City, and one organization formed on 
an impartial level to do that work 
for all— 

Chairman Whiteside: To do that 
work for all, would it be more ex- 
pensive or less expensive? 

Dr. Nystrom: Twenty industries 
could probably operate as economic- 
ally as any other unit. I would not 
have any objection to that at all. 

(Continued on page 80) 


HARDWARE AGE 











ould 
ould 
- the 
ition 
sting 


bject 
orice 
rtial 
/ see 
con- 


try- 
hese 
their 
rern- 
| am 


f up 





GRIFFIN 


i ce 


AND WROUGHT STEEL 
HARDWARE 


Door Butts 


Strap and 
Tee Hinges 


Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 


Safety Hasps 
Hinge Haspe 
Door Handles 
Garage Hardware 
Comer Irons 
Comer Braces 
Bairel Bolts 
Cellar Window Sets 


Back Flaps 
Chest Hinges 


Screen Door 
Hardware 
& 


Send for catalog describing 
these and other items. 





ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren ST. BOSTON: 113 Purcnase Sr. 
CHICAGO: 162 N. CLINTON ST. SAN FRANCISCO: 703 Marker St 
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Here's the NEW 
HOLTITE CATALOG 


Now Ready for Distribution 


e Amost complete, comprehensive source of 
information carefully compiled for ready refer- 
ence. Price Lists, Tables, Standards, Charts, 
Diagrams and Technical Data are clearly pre- 
sented and conveniently indexed. Every item 
is illustrated. 


e Briefly, this catalog is an authentic hand- 
book that gives as completely as possible, such 
information as the user of screws-and bolts is 
likely to need. 


e If you have not already reserved or re- 
ceived your copy, mail the coupon below. No 
charge, no obligation. Mail it today. 


a ction 4 


CONTINENTAL SCREW CO. 
New Bedford, Massachusetts 


Please send us your new illustrated catalog. 


Name 


Address 
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U.S. Poultry Fence 


Saves Your 
Customers Money... 


eee you actually save your customers 
money, when you sell them genuine 
U. S. POULTRY FENCE, for this mod- 
ern, straight-line netting costs less erected. 


Made Like Farm Fence... 

e+ U.S. POULTRY FENCE, with its 
straight, parallel line wires, can be 
stretched to wood or steel posts without 
the aid of top-rail or peod neowe) It re- 
quires fewer posts because of its strong, 
rigid construction; cuts easily, quickly 
and without waste; stretches like farm 
fence, without bagging or sagging. 


Saves Time and Labor, Too... 


« « » your customers save the cost of un- 
necessary lumber and other material. 
They save time, labor and expense in the 
actual building. And, when the job is 
completed, they have a better, longer 
lasting fence. 


You Build Good Will... 


«dealers who push U. S. POULTRY 
FENCE invariably enjoy a_ profitable, 
dependable repeat business t price 
competition cannot take away. By con- 
centrating on this popular line, they re- 
duce their inventories, speed up turnover 
and increase profits. The fact that U. S. 
POULTRY FENCE is first choice for 
more than 50 practical uses boosts sales 
all year ’round. 


Insist on Genuine U. S... 


« « « made in one-inch and two-inch mesh, 
alvanized before or after weaving and 
Teetied in all standard heights. 


Ask your Jobber or write direct to- 


Indiana Steel & Wire Co. 
Muncie, Indiana 
Manufacturers also of 

IMPERIAL 


Farm, Poultry and Lawn Fence, 
Flower Bed Border, Trellis, 

Gates, Steel Posts, Staples, 

Barbed and Twisted Barb- ¥ 
less Wire, Brace Wire. 4 


4, 
4 
4 
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Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 
tion or issue. 


ANSWER: American Stove Co., St. 
Louis, Mo. 
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MitwavuKeEE, Wis.: Where can pink- 
ing shears be purchased?—Reinhold 
Bros. Co. 

ANSWER: Pinking Shear Corp., 102 
Prince St., New York, N. Y. 

(See p. 501, Sept. 28, 1933, H. A. Di- 


rectory Number.) 
x * ¥* 


NELSONVILLE, OH10: Who makes the 
Tuttle-No Dust register filter?—Gable 
Co. 


ANSWER: Tuttle Air Filter Co., Inc., 
1014 W. Main St., Louisville, Ky. 


* + 
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SHAKER Hercuts, On10: Who manu- 

factures a iiled-in towel bar marked 

== = Fe atales Fairfacts?—-Shaker Heights Hardware 
ware Age will be published Sept. Co 
27, 1934. Itis a condensed cata- m 

ANSWER: Fairfacts Co., 236 W. 


log of manufacturers of hard- 
ware and kindred merchandise 
Fourteenth St., New York, N. Y. 


in one handy volume for ready 
reference. 


* %*+ * 
OrcHarD Park, N. Y.: Who makes 
Air Way circulating heaters?—W. 
G. Arthur. 
ANSWER: Air-Way Electric Ap- 
pliance Corp., Toledo, Ohio. 
(See p. 401, Sept. 28, 1933, H. A. * *& 
Directory Number.) , 


MaAHOoNINGTOWN, Pa.: Who makes 
S.0.S. razor blades?—Meyer & Weller. 

ANSWER: Sheffield Mfg. Corp., 120 
Coit St., Irvington, N. J. 


DorcHeEsTerR, Mass.: Who manufac- 
tures letter boxes marked Couch?—- 
Modern Supply Co. 

ANSWER: S. H. Couch Co., Norfolk 
Downs, Mass. 


* * * 


Topeka, Kan.: Where can cockroach 
traps be obtained?—D. H. Forbes. 

ANSWER: Hibbard, Spencer, Bart- 
lett & Co., 211 E. North Water St., Chi- 
cago, Ill. The trap is shown in this 
company’s catalog No. 74, p. 1340. 


+ 2 


Geneva, Ou10: Where can we pur- 
chase zippers in 12, 18, and 24-inch 
lengths?—Briggs Hardware Co. 

ANSWER: Waldes Koh-I-Noor, Inc., 
Long Island City, N. Y.; Hookless 
the Barber Electric Co., makers of elec- Fastener Co., Meadville, Pa., and G. 
tric lanterns—Farmers Hardware Co., E. Prentice Mfg. Co., 25 E. Jackson 
Inc. Blvd., Chicago, Ill. 

ANSWER: Barber Electric Mfg. Co., 
North Attleboro, Mass. 


* * * 


SHAWANO, Wis.: Furnish address of 


* * * 
Fiorence, S. C.: Who makes the 
Squirrel nut cracker ?—Schofield Hard- 


Sumter, S. C.: Who makes the No. ware Co. 
14 Reliable heating stove?—W. B. ANSWER: Alex Wordert Co., Tyler, 


Burns & Sons. Tex. 


* %& 
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Industry Seeks “Open Price Filing” 


(Continued from page 32) 


question of one of the advisors, and 
I understand from this question that 
he has in mind that there has been 
some question that the large units 
in an industry who advertise largely 
have some objection or consider in- 
efficient those units in their industry 
that do not advertise, and therefore 
must or are able, or must use price 
as their salesmen. 

Mr. Bond: The open price permits 
the filing of any prices as long as 
they are not below cost. If such 
prices are filed by the inefficient, it 
is a matter solely up to the rest of 
the industry as to whether they wish 
to meet them or not. There is noth- 
ing that in any sense constitutes price- 
fixing in an open filing arrangement. 

Chairman Harriman: Have you 
any objection—another question of 
one of the advisors—have you any 
objection to letting complaints or in- 
timation go direct to the Adminis- 
tration? 

Mr. Bond: I think that is also un- 
fair. You should have a chance to 
defend yourself first. They should 
be reported to the code authority, to 
whom the Administrator has dele- 
gated the job. ; 

Chairman Harriman: And then go 
on appeal to the Administration? 

Mr. Bond: Yes, sir. 

If I might interject at this point, 
sir, with all due respect—do not 
mark me down now—this is impor- 
tant—these gentlemen know it just 
as well as we do—I will just cite 
a concrete illustration in the matter 
of our particular specific code. We 
have been working on it for eight 
months. We filed it initially on the 
third of August last year. We filed 
ten revisions of it. It was finally 
signed Jan. 10. I am just afraid 
that if too much work, too many 
duties are thrown back into the Ad- 
ministration offices that before we get 
rulings on them the law will have 
expired. 

Might I try to throw a few bou- 
quets to the administrators? I ap- 
preciate their difficulties. I have 
worked with them day and night for 
the past six months. They worked 
just about as I did, on Saturdays 
and Sundays and nights and it is not 
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their fault. It is just a stupendous 
task beyond anybody’s conception. 

Chairman Harriman: Another 
question of one of the advisors. If 
a price or prices were filed with the 
code authority believed way above 
cost, I suppose with an unfair profit, 
would the code authority bring pres- 
sure to bear to bring these prices 
down? 

Mr. Bond: I am going to say “yes,” 
if we are as honest as I tried to tell 
them a few moments ago we are go- 
ing to be and we certainly should 
remonstrate with anybody who tries 
high prices as we would to those who 
tried to destroy industry by low 
prices. 

Chairman Harriman: Did your in- 
dustry sell much to states, munici- 
palities, or other governmental sub- 
divisions? 

Mr. Bond: We do, sir. 

Chairman Harriman: You have 
heard the problem. I suppose you 
understand it better than I do, so 
I need not state it again. Have you 
any suggestions? 

Mr. Bond: I frankly feel, and I 
know that opinion is shared by a 
great many, that the states and mu- 
nicipalities are entitled to very lit- 
tle sympathy from the suppliers. If, 
as was stated last night, a certain 
state gets six bids entirely alike—I 
am not an attorney—but it seems 
to me that in placing that business 
he has certainly complied with the 
law in giving it to the lowest bidder, 
and my judgment would be that if 
one or more of the bidders happened 
to be located in that particular state 
inquiring for the merchandise that 
to help his own state he should first 
distribute it to those manufacturers 
located in the state. If not, and the 
units were sufficient to divide among 
those who quoted all alike, he should 
divide it. If only one unit, draw 
lots, and so forth. They failed to 
tell you last night, gentlemen, that 
the states reserve the right to reject 
any and all bids even when on a 
competitive basis, and you all know 
what happens when they readvertise 
and the chiseler had the first shot 
at it. 

I might state that my own per- 
sonal experience indicates that the 
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GoldSmith 
Woods and Irons 
are a Real Buy 


Golfers are spenders—and the 
number of people interested in 
the game is fast increasing. 
With improved business— 
now’s your chance! Build up 
a reputation for your store 
with the GoldSmith line of ac- 
curately made, perfectly bal- 
anced, handsomely finished 
clubs. . 

Woods $1.50 to $10.75 
Irons $1.25to $7.50 


(Sold singly or in sets.) 


po GOLF BALLS 
GOLF BAGS 


Send for the GoldSmith 
Spring and Summer Catalog 
showing complete line. 


THE P. 
G« 1aSmith 
SONS, INC. 
Mfrs. Golf and Sports Equipment 
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for you in 


| most unscrupulous buying that has 
been done in the last four years has 
been done by state purchasing agents. 

Chairman Harriman: Your own 
experience with the particular 
products— 

Mr. Bond (interposing) : With cer- 
tain and several exceptions. That 
was not all inclusive. 

Chairman Harriman: With your 
own experience, with your own in- 
dustry, not what you may think may 
have been or heard may have been 
the case with other industries, what 
percentage of bids have been re- 
jected and opened for rebidding? 

Mr. Bond: I know personally of 
three specific instances of that kind 
just this last winter season on a 
winter item. 

Chairman Harriman: Was that be- 
cause the prices were uniform? 

Mr. Bond: No, sir; they were not 
uniform, not identically so. There 
was sufficient difference to justify 
placing it to one bidder even if there 
was only a half a cent per unit dif- 
ference. 

Chairman Harriman: Leaving 
aside the question of these three re- 
cent ones, | am speaking before your 
code was in operation, over a period, 
| roughly, what would you say would 
| be the percentage of rejected bids 
and the requests for rebids? 

Mr. Bond: Well, speaking in our 
own particular industry, which is the 





only one I have a definite knowledge 
| of- 
| Chairman Harriman: That is the 


NYONE who appreciates 
good tools calls for 
Kleins when he buys 

pliers. The Klein reputation 
will sell fine tools for you. 
Klein Pliers are made in a 
wide variety of styles to 
meet every need of the 
skilled workman. It will pay 
you to carry Kleins. Check 
up on your stock now and 
order from your jobber. 


Klein Pliers have been 
standard with public utili- 
ties and master workmen 
—**since 1857.”’ 


Buy from Your Jobber 


cma ACL EN costs 


3200 BELMONT AVE., CHICAGO 
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only one I would like to have you 
answer the question on. 

Mr. Bond: I would say the per- 

' centage was infinitesimal, but it has 
appeared infinitesimal insofar as the 
number of the structures are con- 
cerned, but if the transaction con- 
sists of entire expense requirements. 
it is LOO per cent. 

Chairman Harriman: You have 
made some very helpful suggestions 
for the changes of state laws. 

| refer to the fact that the state 
purchasing officer might be author- 
ized by law to draw lots as between 
various bidders and also the alloca- 
tion of the order to the particular 
companies that are doing business 
within the state. Those laws do 
not happen to be on the statute book 
and in many states the provisions 
regarding purchases are written into 
the constitution. What would be 
your reasonable suggestion prior to 


the states changing their laws and 
their constitutions to conform to 
your suggestions? 

Mr. Bond: It would seem to me 
that in view of so many peculiar 
things being done by states and other 
municipalities in the placing of con- 
tracts that they would not have to 
worry very much about how to de- 
fend a situation of this kind. 

I might further inform you, Mr. 
Administrator, not in the form of a 
question exactly, but what have they 
been doing in the face of these laws 
upon commodities that are controlled 
by published market quotations 
which regardless of anything they 
might do or say, or the law, that the 
prices would be always exactly alike, 
Straits tin, for instance. 

Chairman Harriman: You have no 
suggestion to make as to how to meet 
the state laws where there is obvious 
conflict between provisions of codes 
and the state laws? 

Mr. Bond: It would seem to me 
quite simple to have an act of legis- 
lature passed requiring the purchas- 
ing agent of a municipality to be 
exactly the same as a commercial 
purchasing agent, leaving it up to 
his discretion and honesty to buy 
when he can at a lower price than 
somebody else quotes and to use his 
discretion when the prices are all 
alike. 

Chairman Harriman: You have no 
suggestion to make prior to the 
changes and the constitution to con- 
form to that procedure? 

Mr. Bond: I should say they are 
doing it now on a lot of bids. 

Chairman Harriman: Another 
question from one of the advisors. 
If a price is filed that appears to 
the code authority to be below cost 
and if a member of the industry pro- 
tests that the price is not below cost, 
what would the code authority do to 
settle a matter of this sort? 

Mr. Bond: Our particular code 
and I believe other industries have 
a cost provision that calls for our 
submitting to the Administrator, 
which we are ready and willing to 
do as soon as we find out as to who 
we should submit it to—that will 
prescribe a uniform cost system in 
the industry and the code authority 
have the authority in the code to 
ask for costs on typical items of 
various classes of products and in 
a case of this kind when cost systems 
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have been installed we have the privi- 
lege of asking him to display his 
cost minutely and detail it minutely 
on any item he produces. 

Chairman Harriman: Before you 
leave, may I say that this matter of 
state purchases and municipalities is 
one which you gentlemen have got 
to give serious consideration to, and 
it is not very helpful to throw it out 
of the window and say that the states 
should change their laws and their 
constitutions. 

Chairman Whiteside: It is a mat- 
ter on which sufficient evidence has 
been placed before the Administra- 
tion to believe it should be given 
very serious and earnest considera- 
tion. 

Mr. Bond: I might say there is a 
simple and effective way of getting 
around this situation, insofar as the 
state end is concerned, and that is 
to have the provisions of all codes 
with open price filing exclude gov- 
ernmental agencies, but I ask you 
what effects they have upon the rest 
of your business. You all know it. 
You cannot chisel in one group and 
expect dignified activity from the 
rest of the business. 

Chairman Whiteside: Are steel 
quotations available to you? 

Mr. Bond: We have no difficulty 
getting them. 

Chairman Whiteside: Are - they 
made available? 1 did not mean 
steel necessarily—you suppliers, their 
price quotations? 

Mr. Bond: Absolutely, quite read- 


ily available. 


Chairman Whiteside: Are they 
given to you if you ask for them? 

Mr. Bond: Yes. 

Chairman Whiteside: And do you 
do the thing to your cus- 
tomers? 

Mr. Bond: Surely, even beyond 
that. In a number of industries rep- 
resented in this room it is customary 
in view of the clientele served and 
the complexity of the price list to 
have what we term published printed 
prices distributed to everyone of our 
customers, and they become and re- 
main effective until a new price has 
been sent to each and every one of 


same 


those customers. 

The filing of the prices with the 
code authority is simply an indica- 
tion and a compliance with the code, 
to go on record as the prices filed 
being representative of those that you 
have distributed and published as our 
code calls for to the trade. 

One point I overlooked. It seems 
to me in the filing of prices, one 
fundamental is that in addition to 
the price, you should have filed with 
those prices your differentials or 
channels of distribution. You can- 
not sell intelligently at the same 
price in certain industries, certain 
commodities to all classes of buyers. 
You cannot sell a distributor at the 
same price as a retailer, when you 
depend upon the distributor to do 
the work he does for you; therefore, 
your price filing should carry with 
it the privilege of having channels 
of distribution differentials in price. 
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A. P. VAN SCHAICK 
The American Chain 
Co., Pres. American 
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CRISP, NEW 
MERCHANDISE 


PRICED TO TURN FAST 
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LIGHT 
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Properly displayed Radiant Lanterns 
catch the eye and open the purses of 
buyers who are eager for more efficient 
and more economical lighting, giving 
the dealer a quick, profitable turnover. 


A popular priced item to meet the 
needs of city or country buyers who 
demand better lighting, than is pro- 
vided by the old-style wick lantern. 


RADIANT INSTANT-LITE 
GASOLINE LANTERN 


Lights instantly at the turn of a valve. 
Makes and burns its own gas out of 
96% air and 4% fuel. 300 candle 
power — 20 times brighter than ordi- 
nary wick lantern. Built-in pump. 
Wind-proof, storm-proof, bug-proof. 
Ideal for farmers, hunters and camp- 
ers. Absolutely safe. Equipped with 
large-size, long-life generator, with 
automatic cleaning needle. 


With mica chimney and large reflec- 
tor. All parts highly chrome plated, 
including brass fount. Large, blue 
porcelain top. 


Complete with two rayon mantles, 
built-in pressure pump, strainer fun- 
nel, and full directions for operating. 


A positive guarantee protects both 
dealer and user. 


THE RADIANT LINE 


Includes de luxe and utility models of 
graceful, high-powered lamps, as well 
as 300 candle power lanterns and 
self-heating irons. 


New merchandise that attracts buyers 
and sells fast at a good margin. The 
Radiant Lantern is an especially good 
item, appealing to outdoor workers, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 


The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 


Send today for literature and dealer’s 
discounts. 

RADIANT PRODUCTS INC. 
103 Radiant Bldg., Akron, Ohio 
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ARMSTRGNG BROS. 


Improved Pipe 







Wrenches 
and 


~ Sy 
Drop Forged 

and Hardened 
Steels. .... 
Improved Designs 


The handiest Pipe Wrench made—lighter, 
stronger, a better balanced tool. All Steel, 
drop forged with jaws of hardened tool 
steel. 10 design features (patented); no 
clumsy housing or troublesome flat spring. 
forged-in lugs that withstand any side 
strain. 

ARMSTRONG BROS. Chain Tongs have 
drop forged jaws, forged handles, proof- 
tested chains, improved designs that make 
them stronger, handier. 

Write for Circulars 
ARMSTRONG BROS. TOOL CO. 
“The Tvol Holder People” 


314 N. Francisco Ave., CHICAGO, U. S. A. 
New York Sales Offices 109 Lafayette St. 
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The Connecticut Convention 





MERRITT W. TREAT 


Retiring President 


WO hours after the appointed 

time, and with fewer than half the 

expected members present, the 
31st annual convention of the Connecti- 
cut Hardware Association opened 
Thursday afternoon, Feb. 21, at the 
Hotel Elton, Waterbury, Conn. With 
transportation facilities paralyzed by a 
severe blizzard, only 70 were present for 
the first business session. By Friday 
morning, however, more members had 
managed to make their way into Water- 
bury to participate in the meeting. 

The principal address at the opening 
session was delivered by Herbert P. 
Sheets, managing director, N.R.H.A. 
Discussing the workings of the N.R.A., 
as it affects the hardware trade, Mr. 
Sheets expressed enthusiasm over the 
operation of the codes. 

Thursday night members of the as- 
sociation joined with the Nutmeggers, 
traveling salesmen of the hardware and 
allied industries, at a banquet and en- 
tertainment in the ballroom at the Elton. 
Ex-Governor, Charles A. Templeton dis- 
cussed matters of mutial interest. The 
Nutmeggers presented their retiring 
president Ed Swift, a manufacturers’ 
agent, Newton Highlands, Mass., with a 
handsome traveling bag. Following the 
banquet, a night club type of entertain- 
ment was presented under the direction 
of Roland H. Osgood, Hartford, Conn., 
chairman of the Nutmeggers entertain- 
ment committee. 

New officers chosen by the Nutmeg- 
gers are: President, Harold F. Sullivan, 
Hartford, representing A. G. Spalding 
& Bros., New York, N. Y.; first vice- 
president, Elliott S. Paddock, Spring- 
field, representing Greenfield Tap & Die 
Corp., Greenfield, Mass.; second vice- 
president, Charles F. Gallagher, Hart- 
ford, representing Great States Lawn 
Mowers and Chambers Fireless Gas 
Ranges, and secretary-treasurer, E. C. 
Sullivan, Hartford, representing The 
Holo-Krome Screw Corp., Bristol, Conn. 





NELSON A. DANIELS 
President 


= 


CHAS. F. FREEMAN 
Secretary 


A question box session in charge of 
Nelson A. Daniels, Willimantic, and 
Harry Mark, Ansonia, was the opening 
feature of Friday’s program. Following 
the question box session, president Mer- 
ritt W. Treat, Hartford, appointed the 
following committees: Resolution and 
Nominating—F. T. Blish, Jr.; L. E. 
Wheeler, and Lester Hayward. Legis- 
lative—Earl Semon, and Fred Noms. 

The report of the secretary, Chas. F. 
Freeman, Branford, and the report of 
the treasurer H. W. Morse, Meriden, 
were then read and accepted and routine 
resolutions were adopted. 

Charles Young, Windsor Locks, pre- 
sented a most interesting report on the 
work of the Utility-Hardware Joint 
Committee, and this report was referred 
to the Directors for their consideration. 

Acting upon the nominating com- 
mittee’s report the following officers 
were elected for the ensuing year: Pres- 
ident, Nelson A. Daniels, Willimantic; 
first vice-president, G. H. Marvin, New 
Haven; second vice-president, George 
Stuart, Thompsonville; treasurer, H. W. 
Morse, Meriden, and secretary, Chas. 
F. Freeman, Branford. 

The association’s board of directors is 
now composed of the following mem- 
bers: 

One Year Term: Lester Hayward, 
Middletown; H. L. Blakeslee, Thomas- 
ton; George W. Stevens, Stafford 
Springs, and Burton Morrison, Torring- 
ton. 

Two Year Term: C. G. Lindquist, 
Bridgeport; F. T. Blish, Jr., South Man- 
chester; Harry Mark, Ansonia, and Carl 
Raven, Meriden. 

Three Year Term: Clinton Welch, 
Westport; C. W. Harrison, Milford; 
L. E. Wheeler, Seymour, and J. L. Pal- 
mer, Wallingford. 

At the Dutch Treat luncheon, Friday 
noon, the featured speaker was L. E. 
Moffatt, editor, Electrical Merchandis- 
ing, New York, N. Y. 
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DREW Specialties 


Coopers’ Drivers, Hammers, Vices, 
Flagging Irons, etc.; Construction 
Chisels, Chipping and Mason Ham- 
mers; Calkers’ Tools of every kind; 
Marlin Spikes, Box Scrapers; Cold 
Chisels, Cape Chisels, Box Chisels of 
every kind; Jointers and Trimmers; 
Cotton, Box and Hay Hooks; Elec- 
tricians’ Chisels; Shingling lrors; 
Water Main and Plumbers’ Tools; 
Special Forged Tools made to order. 
Established 1837 


C. DREW & CO., Kingston, Mass. 











SALES TIP! © 


Plumbers using more 
Nokorode Paste due to 
copper fittings. Tests made 
by Chase Brass & Copper 
Co, showed ‘3800 Ib. pull 
and the joint didn't 
budge."* Plumbers only 
one outlet. All who solder 
are prospects. 

isk your jobber for the 

1 dozen display carton 


THE M. W. DUNTON CO. 


Providence, R. 1., U.S.A. 
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ARTHUR R. ROBERTSON 
Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 
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3 “HORSESHOE MAGNET” 

am HAMMERS 
Steel Forgings, Perma- 
nent Magnets. The best 

‘ magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


S. and For. Reg. 











SNELL 


Improved Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO 
Fiskdale, Mass. 


Established 
1790 
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ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 
. Are Not Sold 

To 
Mail Order Houses 
When ordering Sash Bal- 


ances from your Jobber 
e) specify them by name. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 


















Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 
of this steady business? 


JOHNSON’S LABORATORY 
WORCESTER, MASS, 
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The Effect of Selling Terms on the 
Small Merchant 


(Continued from page 57) 


in rewriting what selling terms and 
what codes shall effect small firms, 
as well as large ones, and at this 
time I feel it would be rather an in- 
justice to hundreds of thousands of 
small and large firms if I did not 
place into your lap one question, 
and that is why, since such selling 
terms are written into all approved 
codes, and these codes have become 
law, to which laws we must comply 
and are complying, are we required 
to stand by, without recourse, and to 
permit the largest industry, which 
purchases all of its supplies on open 
bids and consequently at the lowest 
preferential prices, with these same 
cash discount selling terms as a part 
of the contract, does the largest in- 
dustry deduct the unearned cash dis- 
count on invoices, that are 10, 20, 30 
or maybe 60 days or even longer past 
due? 

“l refer to purchasing departments 
of the United States government, and 
I wish to ask you, will you not cham- 
pion the cause of compliance with 
these selling terms, for it is a great 
injustice to the industry if for no 
other reason than to give respect 
for and a compliance to all regula- 
tions of the code. That is the ques- 
tion that I put in your laps.” 

Chairman Riley: “There 
question that | would like to ask. 

“Is it the common practice in your 


is a 


industry to have consignment of 
goods” 
Mr. Herrnstein: 
practice, no, sir.” 
Chairman Riley: “And where you 
do have the practice, it applies to 


“Not a common 


toys?” 
Mr. Herrnstein: “Yes, mostly.” 
Chairman Riley: “How long is 
your season in selling toys?” 
Mr. Herrnstein: “Very 
from two to four weeks, that is, the 


short: 


major selling. There is a small sale 
of toys in 12 months of the year.” 

Chairman Riley: “But, the next 
day after holidays, those toys are not 
worth anything, as far as you are 
concerned ?” 

Mr. Herrnstein: “Yes, they are. 
We give them to the welfare society 
on the night before Christmas.” 

Chairman Riley: “Can you tell 
me what your trade discounts are?” 


Mr. Herrnstein: “Trade discounts 
for the most part, in general, are 2 
per cent, 10.” 

Chairman Riley: “That is the cash 
discount.” 

Mr. Herrnstein: “The trade dis- 
count. 

“You will have to ask me on some 
specific item.” 

Chairman Riley: “Do you have 
10 off list, or 10, 10-5, or how?” 

Mr. Herrnstein: “There is a great 
tendency on the part of these manu- 
facturers to publish and ask a specific 
net price. There are different items—” 

Chairman Riley 
of discounts?” 

Mr. Herrnstein: “Well, the old 
joke of discounts in hardware has 
practically gone out of existence. 
Glass is one of the things, and in the 
paint department, that still retains 
a large discount.” 


“Not a number 


Chairman Riley: “Now there is 
just one trade discount.” 

Mr. Herrnstein: “Oh, no; one. 
two or three discounts, on bolts.” 

Chairman Riley: “Taking bolts. 
how many discounts are there?” 

Mr. Herrnstein: “The base is 73: 
that is the jobbers’ discount base, and 
in the merchants’ business, there is 
65, 10, and 5.” 

Chairman Riley: 
another 5?” 


“And you get 


Mr. Herrnstein: “No, you get about 
73, if you are in good.” 

R. I. McCatney of New Orleans: 
“May I ask the gentleman a question, 
if it is not customary, please, sire, for 
the hardware dealers to carry large 
stocks on a consigned basis of com- 
roofing and _ Portland 
cement? He says it is largely con- 
fined to toys.” 


position 


Chairman Riley: “You want to 
know what other products are in- 
cluded on that basis?” 

Mr. McCatney: “Composition roof- 
ing, asphalt shingles, and Portland 
cement.” 

Mr. Herrnstein: “My past connec- 
tion with hardware is all through 
the offices of the State of Ohio, and 
also in the National, and I have never 
seen a man yet who received any roof- 
ing or shingles on consignment.” 
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BUILD SUPPLY SALES 
CLANCY 
““SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE CLAMPS 


—STOP THOSE LEAKS— 


Easy on the Hose 
Permanently Tight 


J. R. CLANCY, Ince: 


Syracuse N. Y. 














Wherever Displayed 


the new, bright, attractive 


Moore 
Aluminum Push-Pins 


To Hang Up Things 


are quick and continuous sellers because 
they can be used with a hammer. 


in Wineoecdiat © for 10 cents 


Order a Counter Display from your Jobber 


MOORE PUSH-PIN COMPANY 
113-125 Berkley St. Philadelphia, Pa. 


Originators of the world-famous Moore Push-Pins 




















ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 


Look for full page announcement 
in Hardware Age, April 26th issue 


INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


QIK) THE SYMBOL OF SUPREME LOCK PROTECTION 




















The Diamalloy featherweight adjustable wrench 
is made from a special high grade alloy steel 
of remarkable strength. The wrench actually 
measures 14 thinner than the old pattern, yet 
is much stronger. It fits where other wrenches 
will not and withstands the severest strain. 


DIAMOND CALK HORSESHOE COMPANY 


4622 GRAND AVENUE---- DULUTH, MINNESOTA 
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- MADE IN ’ 
Bix OROP.FORGED-BHAMALLOY STEEL "Y's. 


DIAMALLOY 





COMPACT STRENGTH 


The rare combination of power and small size in the 

Rixson No. 94 Casement Operator, simplifies builders’ 

hardware dealers’ stocks. Not much larger than a 
watch it mounts on stools only 1!” wide, but this one 
} size is also suited to a good range of installations in 
wider space. On all, its strength locks the casement 
firmly wherever it is halted, and swings it a full 90° in 
a little more than three turns. See the Rixson Catalog 
in Sweet’s. 


THE OSCAR C. RIXSON CO. 


4450 Carroll Ave., Chicago, IIl. 


New York Office: 2034 Webster Ave. 
Philadelphia Atlanta New Orleans San Francisco 
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lumbers’ Tire and 
Register Sink Co 
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THE CORBIN SCREW CORP. 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 
Warehouses: 
New York Chicago 
Philadelphia 
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Retailers Oppose Open Price Policies 


(Continued from page 70) 


Chairman Whiteside: The reason 
so many questions are asked of you 
is the retailers are the largest buy- 
ers, and their viewpoint is one that 
must be very deeply considered. The 
attitude of the retailer in marketing 
goods has a strong bearing on a con- 
sumer’s acceptance of goods, and it 
should not be disregarded, because 
it is important to us, and I think he 
has made a real contribution to the 
result we are trying to obtain. 

Chairman Harriman: What sug- 
gestions have the retailers as to ways 
and means of eliminating the inten- 
sive cut-throat competition of chisel- 
ing, buying? 

Dr. Nystrom: From the point of 
the manufacturers, we have trouble 
enough in our industry without try- 
ing to tell the manufacturers what 
to do. 

Chairman Harriman: The point of 
this discussion which you are par- 
ticipating in is for the various 
groups to exchange views, and _per- 
haps arrive at an objective. 

Dr. Nystrom: Yes. 

Chairman Harriman: You have 
given a lot of information and opin- 
ion as to open prices, and your in- 
terpretation of its operation. Have 
you any substitute for open prices, or 
any suggestions as to unfair buying 
or the cut-throat effects of that buy- 
ing that we know so well in the past, 
and always know in the periods of 
buyers’ markets? 

Dr. Nystrom: Likewise in sellers’ 
markets. In the first place we do 
not think that there is a need for 
open price—if there is no definite 
need for it, then there should not be 
the need for trying to think up some 
substitute for it. The purpose of 
open price, as we have repeated 
again and again, is a market price 
control, which we believe is wrong. 

Chairman Harriman: Do you be- 
lieve that during periods of buyers’ 
markets that there is a dislocation of 
industry and wages, which is not 
beneficial to our whole economic 
life? 

Dr. Nystrom: Yes. The same is 
true in sellers’ markets for the oth- 
ers. 

Chairman Harriman: Let us stick 
to the one point; we will come to 
that later. I will give you plenty of 
chance in connection with that. In- 
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dustry has come forward with an 
open price, overcoming the condi- 
tions which existed a year ago, or in 
June, when the act was passed. What 
suggestions have you to make as to 
ways and means to substitute the ef- 
fect of cut-throat competition in its 
relation to prices? 

Dr. Nystrom: There are a number 
of provisions which can fairly be set 
up which if carried into effect would 
have the tendency to stop unfair com- 
petition, dishonest advertising, which 
is one of the leading ones. 

Chairman Harriman: Would dis- 
honest advertising prevent destructive 
prices? 

Dr. Nystrom: I think so, yes, very 
largely. 

Chairman Harriman: I have been 
a purchasing agent myself. 

Dr. Nystrom: Yes. 

Chairman Harriman: And I have 
bought in a buyers’ market. I can 
hardly take that as a serious sugges- 
tion. 

Dr. Nystrom: I am sorry. 

Chairman Harriman: ! do not 
want you gentlemen to get an idea | 
am in favor of the manufacturer or 
in favor of the point of view of Dr. 
Nystrom, the point of view which he 
is endeavoring to put forward. I 
am very anxious to get the authority’s 
point of view as to ways and means 
of protecting the producer during 
the period such as the present, and 
we will stick to the emergency as it 
exists, as to destructive prices. 

Dr. Nystrom: If there has been 
anything written into the codes in- 
dicating they were merely for the pe- 
riod of the emergency, six months or 
year or year and a half, the attitude 
might be different. 

Chairman Harriman: May I say 
you would be in favor of it? I am 
trying to get something you are in 
favor of. 

Dr. Nystrom: I am not in favor of 
open prices. 

Chairman Harriman: I thought I 
almost got you to say you were in 
favor of prices for six months. 

Dr. Nystrom: Provided it was es- 
sential to meet an emergency of six 
months, which has not been shown by 
any code authority to my knowledge. 

Chairman Harriman: Then the re- 
tailers as a whole have no suggestion 


to make as to ways and means of 
eliminating cut-throat competition ? 

Dr. Nystrom: No, on anything we 
believed unsound and wrong from 
the standpoint of public policy. 

Chairman Harriman: I was not 
quite clear from Mr. Whiteside— 
your answers to Mr. Whiteside—are 
you in favor of full publicity of 
prices, or do you believe in private 
or secret prices? 

Dr. Nystrom: I believe in prices 
in which those prices are now the 
rule. I believe there is a rule of 
more publicity toward prices. That 
is an evolutionary price, which if 
allowed to continue, will grow in a 
natural way. Further than that, | 
think you are forcing a situation. I 
do not think there is any question 
about that. 

Chairman Harriman: Many peo- 
ple, the buyers and sellers—you are 
quite clear in your answers to Mr. 
Whiteside about the small store. | 
can understand the store which is 
grouped together for the same in- 
terests. 

Dr. Nystrom: There are still many 
stores, chain and voluntary group 
buying stores. I do not represent 
the food trade. 

Chairman Harriman: In connec- 
tion with the association which you 
are speaking of. 

Dr. Nystrom: There is a scatter- 
ing of group buying. 

Chairman Harriman: Of your 
membership. Are they largely those 
in the group buying association? 

Dr. Nystrom: Not largely, but they 
are growing. 

Chairman Harriman: Have you of 
your own knowledge in your associa- 
tion the opinion of the small inde- 
pendent stores that do not belong to 
a group buying association? 

Dr. Nystrom: I think I can truth- 
fully say yes. 

Chairman Harriman: Your asso- 
ciation knows the opinion of the 
small store? 

Dr. Nystrom: Yes, certainly so, 
to the extent they are members of 
these organizations. 

Chairman Harriman: What is the 
opinion in your judgment of the 
small independent stores, not a mem- 
ber of these buying groups, on the 
question of open, public or secret 
prices? 

Dr. Nystrom: I cannot say as to 
that. I could not go into that. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 

tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 





Set Solid, Minimum of 50 words... ..$3.00 
Each additional word............ 06 
All Capitals, Minimum of 50 weeds. - 4.00 
Each additional word. 
Allow Seven Words fer Keyed Address. 


Remittance Must Accompany Order 





Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RATES 
Smale cc cccccccscccce ec cccccccs 85.00 
Each additional "inch cocccccccecscs SHO 


Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% eff. 
Due to the special rate, these discounts de 
not apply on Positions Wanted Advertise- 
ments. 


HARDWARE AGE is published every ether 
Thursday. Classified forms close Nine Days 
previous to date of publication. 

dress your advertisements and regiles te 
HARDWARE AGE, Classified Sones yeatties, 
239 West 39th St., New Yerk City. 














BUSINESS OPPORTUNITIES 


| SALES REPRESENTATIVES WANTED 


POSITIONS WANTED 





WANTED MANUFACTURER'S - REPRE- 
SENTATIVE TO HANDLE complete line of 
tacks in the East on commission basis Prefer 
ence will be given to an agent who is not now 
handling tacks but who has agencies for related 
lines and who is now selling such lines to hard- 
ware jobbers, shoe finding jobbers and upholstery 
supply houses. Address Box B-384, care of 
Harpware AGt, New York City 


FOR SALE--HARDWARE AND ELECTRI- 
CAL business in an incorporated village of 1500 
in the center of the fruit belt of New York 
State, also facilities for plumbing and tinsmithing. 
Business under same management 25 years. Rea 
son for selling, other business interests. No 
brokers. Address Box B-386, care of Harpware 
\cre, New York City 


WANTED: JOB LOTS AND DISTRESSED 
merchandise of all kinds. Specially desire lots 
of general and shelf hardware, heavy hardware 
such as horseshoes, toe calks, bolts and plow 
shares, tools; also small household hardware, 
paints, electrical and plumbing supplies, auto 
accessories, etc Address J. W. Yardley, 1904 
North Fifth St., Kansas City, Kansas 








SALES ACCOUNTS WANTED 











ATTENTION MANUFACTURERS 


IF YOU ARE manufacturing a line of 
merit or specialty and desire distribution 
strictly on a commission arrangement by 
a competent salesman of experience with 
the jobbing and retail hardware and de- 
partment store trade, in Eastern Pennsyl- 
vania, Delaware and New Jersey, please 
communicate with Box B-385, care of 
Harpware Ace, New York City. 











MANUFACTURER’S SALES REPRESENT 
ATIVES, ESTABLISHED TWENTY YEARS 
Located in New York City Desire one or two 
additional lines for jobbing hardware, large retail 
and syndicate trade. Covering Metropolitan New 
York, New Jersey and Eastern Pennsylvania. 
Traveling three men. Excellent references Ad- 
dress Box B-388, care of Harpware Ace, New 
York City. 





MANUFACTURER'S AGENT, EXECUTIVE 
ABILITY, 20 years successful selling experience, 
good on specialties wants connection with rep- 
utable manufacturers of hardware, housefurnish- 
ing. mill, janitor and hotel supplies, sporting 
goods for jobber’s department and chain store 
trade Eastern territory. Address Box B-389, 
care of HArpware AGE, New York City. 








SALES REPRESENTATIVES WANTED 


WANTED: SALESMAN CALLING ON RE- 
TAIL and wholesale hardware and seed houses, 
who normally has a relatively slack season from 
May to September, to sell seasonable nationally 
advertised attractively packaged specialty line on 
commission basis. Numerous established accounts, 
line is an old and well-known one, not difficult 
to sell. Address Box B-383, care of Harpwarek 
Ace, New York City 





SALESMAN WANTED TO COVER THE 
hardware jobbers and dealers trade with a com- 
plete line of automobile seat covers and_ tire 


covers. Commission basis only. Advise how 
long you have solicited trade in your first answer 
to us. Address Box B-390, care of HArpware 


Ace, New York City. 


WANTED: EXPERIENCED CUTLERY 
MAN FOR Ohio, Michigan, Indiana, to handle 
well-known line kitchen and table cutlery on 
commission basis. Must have definitely estab- 
lished route and good knowledge of cutlery and 
the trade. Non-conflicting lines no objection. 
Address Box B-375, care of Harpware Acg, New 
York City. 








HELP WANTED 





LARGE WHOLESALE nt ARE, 
HOUSEFURNISHING, ELECTRICAL house 
requires several salesmen to cover Westchester 
County, Connecticut, New Jersey, Hudson, Essex, 
Union, and Bergen Counties. Commission basis 


only. Must know line thoroughly and have fol 
lowings in sections mentioned. None others need 
apply. Address Box B-381, care of Harpwart 


Ace, New York City. 


le — 


ROPE SALESMEN WANTED—PHILIP- 
PINE MADE Manila [ope sideline, long estab- 
lished trade necessary, 5% commission. Write 
fully about yourself giving references. Address 
Box B-337. care Harpware Ace, New York City. 








POSITIONS WANTED 








A DIRECTOR OF SALES—AVAILABLE for 1934— 
Of long standing association and executive contact 
with hardware jobbers throughout the United States 
trained in correlating sales, advertising and pro- 
duction—sales promotion and market analysis—field 
sales. Of wide experience in the selection—training 
and direction of salestnen—layout of territories— 
prospect and customer follow-up—correspondence—gen- 
eral supervision. One who has actually done the jobs 
he directs from junior to senior salesman—district 
manager—branch manager—asst. sales manager—gen- 
eral sales manager—and who has always carried large 
volume of personal sales. 
Address Box B-376, c/o Hardware Age, New York City 





NOW AVAILABLE—A GOOD MAN. Experience 
and close relationship with the customer is the foun- 
dation of successful ————— Mr. Manufacturer, 
are you interested in securing the service of a man 
that bas these qualifications? For many years have 
been contacting with the Hardware and Supply Job- 
bers throughout the United States. The economical 
and industrial situation has made it possible to add 
to your sales staff an experienced salesman at no 
greater expense. Not interested in any commission 
proposition or investment. Address Bor B-342, care 
of HARDWARE AGp, New York Cly. 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
can successfully fill any position listed below. Well 
recommended and trained in their occupations. 
MANAGERIAL DEPARTMENT 

Assistant managers, department managers. 
SALES DEPARTMENT 

Assistant sales manager, salesmen, inside and 

oe sales correspondents, price clerks, order 


PURCHASING DEPARTMENT 
Buyers, pick up boys. 
OFFICE MANAGER 
— bookkeeper, stenographers, clerks, mail 


clerks. 
SHIPPING DEPARTMENT 
Shipping clerks, assistants, truck or chauffeurs, 
porters. 
STOCK DEPARTMENT 
Stock men, order pickers. 
ADVERTISING AND PUBLICITY 
Gaasiemne a. circular layout men, ma- 
chine opera 
CREDIT DEPARTMENT 
Credit Wy! entan, collectors. 
nie © ART 
icing bm billing. machine operators. 
RETAIL L DEPAR 
Managers, assistants, cashiers, counter clerks, 
store salesmen, store boys, shipping clerks, re- 
ceiving clerks, locksmiths, repsir men. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


This is the only employment agency which special- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, 1803 














SALESMAN AND EXECUTIVE WITH UN- 
USUAL RECORD of accomplishments as man- 
ager of general hardware and mill supply house, 
also as Traveling Salesman and sales executive of 
hardware jobber, is seeking connection with either 
retailer, wholesaler or manufacturer. Thoroughly 
experienced merchandiser and_ store engineer. 
Capable of assuming responsibility, and getting 
results. Address Box B-373, care of HarpwarE 
AGE, New York City. 





MANUFACTURER OF PADLOCKS 
NIGHT LATCHES and brass and steel hardware 
specialties is seeking responsible representation 
on a commission basis, in the following states: 
West Virginia, Kentucky, Arkansas, Missouri, 
Indiana, Illinois, Iowa, Nebraska, North and 
South Dakota, Texas, Nevada, Arizona. Ad 
dress Box B-382, care of HAarpware Ace, New 
York City. 
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A GOOD HARDWARE MAN, for 14 years 
manager and buyer large southern jobber shelf 
and heavy hardware, mill and mine supplies and 
building material, also experience as manager 
large city retail store, seeks connection in any 
capacity either inside or traveling. Address Box 
B-380, care of Harpware Ace, New York City. 





EXPERIENCED HARDWARE MAN DE 
SIRES CONNECTION with organization offer- 
ing opportunity for advancement. Geographical 
location unimportant. Experience covers whole- 
sale and retail selling, stock keeping and depart- 
mental management. Have specialized in builder’s 
hardware and sheet metal contract work. Can 
furnish best of references. Address Box B-387, 
care of Harpware AGE, New York City. 


HARDWARE AGE 











1d 
er 


il 





1an- 
use, 
> of 
ther 
ghly 


TARE 





e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN, 38, SPECIALIZING IN PLUG- 
GING and pioneering to fullest advantage ar- 
ticle of merit, desires position selling mechanical 
or non-mechanical article. Capable of selling mer- 
chandise which might be too intricate for ordinary 
salesman to dwell upon. Also capable of doing 
missionary work and then lining up jobbers and 
wholesale trade. Has a complete following in 
the hardware and electrical supply trade in the 
New York metropolitan territory. Eight years 
with last concern. Salary or drawing secondary 
to article of merit. Address Box B-371, care of 
HarpwareE Ace, New York City. 





ACCOUNT, AUDITOR AND ALL-ROUND 
OFFICE MAN desires connection with responsi- 
ble, progressive firm anywhere. Refined, neat, 
rapid, accurate. Have had experience in hard- 
ware, housefurnishings, plumbing, sheet metal, 
paints, sporting goods and kindred lines. Age 
44, steady, sober and reliable. Can open, close, 
install systems, departmentalize, etc. Reasonable 
salary; best of references; bond. Correspondence 
a pleasure. Address Marion, Lock Box 319, 
Perry, Iowa. 





POSITIONS WANTED 





RECOMMENDED BY MANUFACTURERS 
AND JOBBERS. Young man, 41 years of age, 
with executive ability and 20 years’ experience as 
salesman and buyer, inside and outside, wishes 
position in a higher-grade, retail, hardware, tools, 
paint, plumbing, electrical and housefurnishing 
supplies. Can take full charge as head of any 
or all above-mentioned departments, or assist in 
sales promotion. My compensation secondary con- 
sideration. Willing to go anywhere. Address 
ae B-372, care of Harpware Ace, New York 

ity. 














HE ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


advertising in the right medium. 


HARDWARE AGE is noted for quick results— 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


239 W. 39th Street 


New York 
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24 in 47 Morking D. 
OR RAE PETER || It Talks on Your Counter... 
MET L CEC LETA eed | | 2nd Shouts on the end of a Hose! 
AV 
with SPEEDQ)LITE Sander/ 
AV | 
LOOR sanding machine rent- 
al service has proved a new 
source of profitable sales for 
Lind Hardware Co., of Chicago, 
according to Mr. W. E. Selck, 
Store Manager. In four months 
their SPEED-O-LITE Sander 
was on rental for a total of 47 
days and brought a revenue of | : 
$433.54—or $9.22 average per F 
rental day. The New Premax 
NEW SALES— : 
NEW PROFITS 
Of this amount $229.34 was L OATI N G EA D 
made up of merchandise 
sales such as sand-paper, 
brushes and finishing ma- E 
terials, including varnish, B 
lacquer, wax, shellac, etc., | B 
as follows— | R 
SPEED-O-LITE | B 
Rentals ...... $204.20 | B 
Sales of Materials 229.34 B 
—-_ 
* - B 
Total.... $433.54 | NEW in design 
INEXPENSIVE — | DIFFERENT in principle 2 
Investigat . the sales | | 
there and. profit eae cen . 
on Se SPEED-O-LITE | The PREMAX FLOATING HEAD SPRINKLER is B 
Sander holds for your store. | “aay ® a P ] B: 
Inexpensive to buy, it pays | distinctly new and revolutionary in operating n 
FEATU RES ae principle as well as in artistic design. We believe B; 
J EFFICIENT. Put » bal SOLD COMPLETE | pi —— —— of the rte —_ | Br 
roo nish o joors no pertectly an any orner sprinkier 
=e GUARANTEED manufactured 
Q. LIGHT WEIGHT. Kasih — — YEAR... | ; 
carried by one man—may irty-ei t < i. ' a 
be operated successfully by any ence ‘in’ Building’ floor ma- || WHY PREMAX WILL SELL FOR YOU a: 
5 = cl nee Bact you 1a } P i Ch 
3 uarter-round, St feature no SP has ae ee | No _Metal-to-Metal Bearings; Amazingly Free- Ch 
found in ‘other “machines, wear and tear of rental | running Head; Accurate Finished Workmanship; | 
G MOTOR. Constant, speed, tion fer castle Garviaine. | Simple, Trouble-free greene Solid, Substantial S 
& orque, a Pagers ing. A . U M . $j D . “he 
Guaranteed against burn-outs. ' ppearance; nusua oaernistic esign. a 
3 BUILT—with ball-bearings DEALERS . ~ — 
ternal friction ‘and wear, adding SALES HELPS You'll find satisfied, enthu- ok 
years of life to the machine. Lincoln-Schlueter dealers siastic users everywhere the Cle 
are supplied with an at- P ‘ Cle 
tractive 22” x 28”, two-color remax is sold. Cli 
window-display PR in : . . : Cle 
: nating.” "iiben for news- Special Counter ; Display Col 
TS Coupon paper advertising are also Card mounted in base of Col 
avaliable wi ou cost. . ‘ 
ct. an seihiates every sprinkler. Col 
Each f advertis : 
WILL BRING material is designed to yo ee 
velop ve eads an cus- or 
YOU FULL tomers for your store. When Mail Your Order Cor 
used as pla ed, re als @ B Cor 
PARTICULARS Saaeant ye * "+ “ot Today For Stock Cor 
dealers. or Sample Cor 
ee PTTIrTrritrtitricricrticecr terrae Cor 
Cre 
Lincoln-Schlueter Floor Mach. Co., 2 
212 W. Grand Ave., At Your Jobber - 
Chicago, Ill. or write 
Please send us full information covering the new SPEED-O- 
LITE SANDER. S _ 
[_} Interested in time payment plan. PREMAX SALES DIVISION — 
Name . ; CO ere OP Cee LS OE ME re ee ee ‘ tai 
Chisholm-Ryder Co., Inc. Diet 
PS oeedeactansaas ih aes, ena BN hex acd wreak ara a Niagara Falls, N. Y. ae 
City... | ee 
SATAN RN TE ST TT, EL ES 
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Talk Quality and Dependability— 
Sell the Hill 


Tell Housewives how the Hill Champion Clothes Dryer saves time, 
labor and steps—they simply revolve it which brings every foot of 
line right before them——hang entire wash without walking a step. 
Ne lugging heavy basket of wet clothes from place to place. Easily 
erected. Sturdily built. Has folding removable reel and removable 
post. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 
outstanding seller that returns a good profit. Send for Booklet—it 


shows complete line 


Clothes Dryer Co., Inc. 
Worcester Mass, 


New York Distributor 
H Kornahrens, Inc. 






Made in 
3 sizes 


Champion 
Yard 
Dryer 























MOULTON LADDERS 


Safeguard Your Customers 
Every Ladder is Safe 


UTILITY EXTENSION LADDER as shown. 
Clear straight grain, noble fir or hemlock 
with 14% in. turned ash rungs. Diamond 
Spring Locks. Hand forged steel top irons. 
Malleable bottom irons. All hardware 
Cadmium plated. Lengths 20 to 44 ft. incl. 
Wet. approx. 2 lbs. per ft. 

SINGLE LADDER—Clear straight grain 
ladder stock with selected 14% in. hardwood 
rungs. Wet. approx. 2 lbs. per ft. Standard 
lengths: 10 to 26 ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 

















[EPASE'S 


LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPAGE'S COLD WATER WALL SIZE 
LEPAGE'S WATERPROOF CEMENT 
LEPAGE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO., GLOUCESTER MASS. 


The BOSTON LINE of Garden Hose 











Stock and Profit with 


Ss “G & B” QUALITY Products 
WIRE 
gf 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 


“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Betadlished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Geergetewn, Conn. Chieage Kansas City, Me. San Franecises 


GeB 


QUALITY 


Propucts 














Domes of Silence 
for Metal Beds 


(Rubber Cushioned ) 


Quickly inserted in bed posts. Spring 
tension prevents DOME slipping out. 
Cushions shocks and jars. Permits 
easy, noiseless moving of bed. Will 
not injure floors or rugs. In great 
demand. 3 sizes: 1.9", 1” and %”. 
») In sets of 4 to retail profitably at 60 
cts., 45 cts. and 40 cts. per set. Bulk 


We protect the packing—l2 sets to a carton. 
Hardware Job- 


ber and_inde- & . 3 
an Gane. Domes of Silence, Inc. 


chant 35 Pearl Street, New York City 
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EETS every garden hose need. 7 stand- 

ard nationally known brands of plied 

and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 













BOSTON WOVEN HOSE & RUBBER CO. 


Cambridge, Mass. 





Bho i 
To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the 7 ‘ape-Marker in all sizes and 


the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


Matt 
6's 2 
UB ae 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) © an OO) .0D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 





"There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 


HARDWARE AGE 


























Only 13.4% of farms have elec- 


tricity. Of the balance, only 10% 
have power-driven washing ma- 
chines. Seventy-six percent (76.6%) 
ere in the market for washers 


equipped with Briggs & Stratton 


“WIRELESS 


POWER’ 


Here’s a wealth of business for you at your 
doorstep — and we are going to help you 
get your share. 


Our advertising in the leading farm papers 
will reach your customers, interesting them in 
washing machines driven by Briggs & Stratton 
Gasoline Motors—“WIRELESS POWER.” 


We stir up the prospects—you make the sales! 


TIE IN with this 
Big Sales Idea 


Display washing machines that have Briggs & Stratton 
“WIRELESS POWER.” Play up “WIRELESS POWER” in 
your windows. Other ways to hook up with this sales 
idea will occur to you. The expense to you is nothing, 
the business possibilities are big! ... Send the 


WIRELESS 
POWER 


for Washing Machines 


Dependable, quiet, low-cost 
power that needs no high 
line or light plant! Instant 

Starting—smooth running 
— safe and sure. 

Look under the washer before 
you buy it. Ifit has a Briggs 
& Stratton Gasoline Motor, it 
is high-quality all through. 

4A washer is no better than 
its power—and more 

Briggs & Strattons 

are in use today 
than any other small 
gasoline motors. 


BRIGGS & 

STRATTON 

Gasoline 
Motor 


Backed by nation- 


























awritten 
guarantee 


Look for Bas s Motors « on pum; 
mowers, garden tractors, and - 
equipment using 2--4b 





Briggs & Stratton Corp., Dept. $4, Milwaukee 
Send free booklet, am interested in Wirecess 
Power and washing machines equipped with it. 


Name 
Address 


" EY’ toot a am anmenene 
Send for FREE BOOKLET 


Our APRIL 
Advertisement in 
Leading Farm 
Papers 


5,900,000 Readers 



























LA 
nd niles suggestions. rp., Dept ‘ain : 

coupon for further information a 99 -_—— gTRATTON ea nih noes Ye" campoig™ 

Moa ‘OV 


& 
1 priGcs shing CHNNIREL 


\ end \ist afin mation © on yo _— 
BRIGGS & STRATTON eS ee = 
Address 


Gasoline Motors \ 
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TRADE MARK IN THE U.S. 
REGISTERED PAT. OFFICE 


TRADE MARK 
REGISTERED 


LAWN MOwers 


Upright Handle 


Feature 


Fast Cutting 
Least Exertion 











Attractively Finished in Gold Bronze— Crimson Trimmed 
Our Spring Goods Stock is Complete 

Ask Our Salesman To Show You Our Full Line 

“DIAMOND EDGE 1S_A QUALITY PLEDGE ™ 




















Shapleigh National Series No. | 789 
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